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Silverlite Reflectors Come in Four Sizes to Meet 


Any Practical Reflector Pur ose 


3 distributions of light 
from the same lamp. 


3 lamp sizes adaptable to 
the same reflector. 


No nuts, screws, springs 
nor special fittings. 


No peeling, cracking 
nor breaking. 


Perfect diffusion. 


Easy to stock. 
No damage in handling, 
no screws nor fittings 
to lose. 





E-2. For Use 
in High, 
Narrow 
Windows 


E-4. For Use 
in Low, Deep 
Windows 


E-5. For 
4 
= Purposes 
fp 


E-6. For Smali 
Windows. Adapt- 
ed to A line inside 

frosted lamps 

50-100 watt 














PYYour ah. Yc 
W KPH unbreakable Silverlite there— J 


are no special fittings, nuts, 
screws, etc., to consume time and get 
lost. Each reflector, except E-6, comes 
ready to fasten to regular 34" holder. 
And when a change of lamp size is 
necessary for different distribution of 
light, this instantly adjustable neck 
accommodates itself to your require- 
ments. 


One dozen Silverlites in your stock 
gives you three dozen to sell, because 
each extension neck with the excep- 
tion of E-6 makes three reflectors of 


one. 


Write us for details of this remark- 
ably profitable line of reflectors. Ask 
for Circular 77. 


THE FRINK CO. Inc. 


235 Tenth Avenue New York City 


Representatives in All Principal Cities 
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fi beer PASSING year of 
1926 will close upon 
what can unquestionably be 
called the most stupendous 
merchandising history of the 
world. It has witnessed many 
innovations and contributed 
in no small way to the already 
well established recognition 
of display in the scheme of 
modern merchandising. 


Back in 1852 special-equip- 
ment received its first serious 
consideration for the display 
of merchandise in this coun- 
try. The idea was sponsored 


‘by Joseph R. Palmenberg 


with a few simple fixtures in 
a loft at No. 37 Canal Street, 
the then mid-town business 
section of New York. 


From this small beginning 
there has grown the infinite 
variety of present-day display 
equipment, and the coming 
year of 1927 will mark the 
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Looking ‘Lack and Me oving Forward! 


75th anniversary of an in- 
dustry devoted to the require- 
ments of display. 


Throughout these three 
generations, the house of Pal- 
menberg has endeavored to 
anticipate and supply the pos- 
sibilities of displaying mer- 
chandise to the best advantage 
and according to the prevail- 
ing tendencies. It has striven 
to serve the displayman and 
the merchant as well as keep 
abreast of the continuous mi- 
gration of trade by establish- 
ing branch offices at strategic 
points throughout the country 
as well as following the move- 
ment of trade in New York. 


A fitting observance of our 
75th anniversary will witness 
the removal of our main of- 
fices and showrooms to keep 
step with the ever shifting 
progress of business activity in 


New York. 


On and After January 15th, 1927 
We Will be Located in the 
New Lefcourt Manhattan Building 
Broadway at 39th Street 


J. R. PALMENBERG'S SONS, Inc. 


63-65 West 36th Street, New York 


CHICAGO SAN FRANCISCO 
11 First Street 


204 W. Jackson Blvd. 


BOSTON 
26 Kingston Street 
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Nlen Wanted Positions Wanted Gor Sale Wanted to Buy 











WANTED 

Salesmen selling fixtures to carry 
a well-advertised line of Va- 
lances and Drape Shades. We 
are an old established house 
manufacturing our own lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritory now covered and lines sold. 
All replies will be held strictly 
confidential. 


The National Decorative Company 
5 Hudson St., Camden, N. J. 


DISPLAY FIXTURE 
SALESMAN 


Seventeen years’ traveling ex- 
perience with A-1l concerns 
through Ohio, Michigan and In- 
diana. I desire employment 
where my wide acquaintance 
with displaymen and __ store 
equipment experience will be 
of value. 


AUSTIN J. HILLS 
Springfield, Ohio 








WANTED 
Salesmen and Representatives 


Salesinen who are now selling win- 
dow display supplies to sell our well- 
established line of Silk Plushes, Silk 
Velours and other tabrics adapted 
for window display embellishment. 
Liberal commissions and territories 
will be given upon early arrange- 
ment. All answers will be considered 
strictly confidential. 


National Display Fabrics Co. 
7 West 3rd St. New York City 
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SHOW CARD OUTFIT 
Complete with book of instructions and 
alphabets, brush, pens, colors and inks. 
Sent postpaid for $2.00. 
RETAIL SERVICE COMPANY 
489 Fifth Avenue, New York City 





FOR SALE—There is only one Window 
Sock for decorators manufactured. It has 
an elastic band taped and sewed in the 
top. Was patented May 20th, 1924. Made 
of heavy fleecelined Jersey: cloth. Fits 
over any shoe and can’t slip off. 75c per 
pair; $4.25 one half dozen; $8.00 per dozen, 
postpaid. Order by size shoe worn. 

J. M. WALTERS, M’F’R. 
220 South Benton Way, Los Angeles, Cal. 


POSITION WANTED—Thoroughly expe- 
rienced displayman and card writer,. now 
connected with one of the largest mid-west 
stores, desires change with a high-class 
department store. Photos, Experience and 
samples furnished upon faorable requests. 


Address “H. W.,” 
Care The DISPLAY WORLD. 











Displaymen, Display Services, Salesmen 
and Selling Agencies, we have a very at- 
tractive proposition to offer in the handling 
of our complete line of quality window 
display and store equipment. Further pai- 
ticulars and copy of new Catalog “G” upon 
request. The Cincinnati Show Case & 
Disp!ay Fixture Works, 232-240 Main St., 
Cincinnati, Ohio. 





WANTED 


Display fixture salesmen to sell pop- 
ular priced line of display fixtures; 
liberal commissions. 

COHEN & NATHAN COMPANY 
1107 Fifth Ave. Pittsburgh, Pa. 


WINDOW TRIMMERS 
Free lance or steadily emp'oyed men de- 
siring to double their incomes; no selling 
or canvassing. ‘end $1 for compiete de- 
tails. Write fully. 


RETAIL SERVICE COMPANY 
489 Fifth Ave. New York City 











SALESMEN 
Wanted by a responsible, well- 
established display fixture house, 
several experienced salesmen for 
choice territories, who have confi- 
dence in their ability to sell bronze 
bases and stands. Also backed up 
by a complete line of standard fix- 
tures and forms to fit every need 
and price. Prefer full-time men 
for traveling, and will also enter- 
tain part-time men for resident ter- 
ritories. Write A 
DAVID SOBELS’ SONS 

143 Grand St. New York City 














SALESMEN 


to sell 
Valances for Show Windows 
Can be handled as 
A Full Line or Side Line 
30% COMMISSION 


Address, “C. O.,” 
Care The DISPLAY WORLD 








IF YOU CAN SELL MERCHANTS we 
want to hear from you. We have a won- 
derful proposition for Specialty Salesmen 
selling show window Spot and Flood Lights 
—without a question the most wonderful 
light manufactured for this purpose; guar- 
anteed by the manufacturer for twenty 
years. Other Spot and Flood Lights on the 
market sell for $16.50 and $12.50. These 
lights sell for $7.50 complete with color 
screen attachments. This remarkably low 
price removes all sales resistance. Sales- 
men are paid $2.50 on each light so!d. No 
collections—no deliveries—no red tape— 
you act merely as our representative. 
Check each week for your efforts. Our 
men are selling from ten to twenty each 
day of the week. 
LE-MART SALES CO. 

63 East Adams Street, Chicago, Illinois. 














300% TO 500% PROFIT | 

Our Window Letters and Script Signs are 
easily put up and require no experience. 
All our products are made from genuine 
gold leaf mounted on very high grade tin 
foil. Send for literature, prices arid free 
samples. 

CONSOLIDATED SIGN LETTER CO., 
69-Q W. Van Buren St., Chicago, Ill. 











Forms for the Opportunity Exchange 
DECEMBER ISSUE 
Close Saturday, December 11 
$1.50 Per Column Inch 
Cash With Order 











VACANT POSITIONS WANTED 


For Competent Displaymen and Cardwriters 


If you are in need of a displayman or cardwriter, or know 
of a vacant position of this kind anywhere, get in touch with 
the Employment Register, The DISPLAY WORLD, Cincin- 
nati, Ohio. We have on file applications for positions from 
displaymen, assistant displaymen and cardwriters. Tell us 
your needs and we will refer you to applicants who can fill 


the position satisfactorily. 


THIS SERVICE IS RENDERED WITHOUT COST 


Employment Register, The DISPLAY WORLD, Cincinnati, Ohio 
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Gift Department as a Display Asset 


_ , ,(Continued from page 17) 
And this is just where the story begins—that is, just 


what any displayman can do—draw from an etern: 
source of new ideas to create the most beautiful settin; 
for the merchandise that he displays that he has eve 
conceived in his wildest flights of imagination ! 

The display department is usually hampéred by a 
lack of funds for the customary accessories for deco- 
rating. Through such an arrangement he can have 
more beautiful decorative material than he has ever 
had, eliminating a great deal of expense and at the same 
time showing a direct return on the investment. 

This is a point that merchants will be glad to note, 
as any plan for cutting overhead without loss in effect 
is certainly worth while. Admittedly a gift department 
will not “go” in all stores, but to furniture and depart- 
ment stores, and certain others, it should mean the 
saving of thousands of dollars a year. 

The economic viewpoint is sane. When a budget is 
appropriated for window display purposes, who pays? 
The consumer, naturally, and the cost of every article 
in the window which cannot be sold has to be divided 
among the other merchandise which can be sold, and 
added to their net sale prices. Therefore, the idea of 
using from a never-ending supply of decorative material 
which can be sold at a profit is apparent. 

One of the greatest gains through this system is ir 
the natural appropriateness-in using these salable items 
Grotesque set pieces and multi-colored foliage, imagi- 
nary flowers in tinsel-flittered vases of cubistic art, 
create interest by their oddity. If the merchandise dis- 
played is desirable and a passer buys it, intrinsic va.u 
makes the sale, in spite of the manner of display rather 
than because of it. 

Now the gift shop can, and usually does, carry 
nearly everything that the displayman desires. The 
items range from the smallest to the largest, with a.- 
tractive pieces of pottery from Spain and Italy, Japan 
ese lacquered ware, Chinese Cloisonne vases and brass. 
smokers and occasional tables of all kinds, hand-pa int« 
glassware, carved objects in ebony and _ hand-et ‘ched 
brass from India, and. hundreds of other beautiful ol 
jects from the old world and the new. 

The types of artificial flowers differ widely fron 2 the 
lines now generally used for window display, and_ the 
difference is that the resale flowers are as realistic 45 
possible while the window flowers are as fantastic as 
possible. That does not mean that you can’t have large 
pieces, either, but why not use those flowers wiich 
nature endows with large dimensions ? 

The initial visit to a well-arranged gift shop usually 
rouses that uncanny feeling which has been analyzed a‘: 
“buyer enthusiasm.” This is a desire for possessiot!! 
which comes from a natural appreciation of the truly 
artistic and overwhelms the buyer, because of the vt) 
multitude of beautiful objects. 

I believe in the association of closely related types 
of merchandise in creating selling displays. In furni- 
tures stores this means, instead of a conglomeration of 
suites, rugs, stoves, phonographs, odd pieces, etc., we 
should present a series of authentic interiors with back- 
grounds in harmony, with every article of furniture 
found in its proper place. Gift shop merchandise, used 
with discretion, will carry out these interiors. 
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IN THIS ISSUE 


The December DISPLAY 
WORLD is brimming with 
material applicable to the 
needs of the groups which are 
furthering display. To assist 
readers in quickly finding ar- 
ticles of special interest, the 
following analysis is pre- 
sented : 


DEPARTMENT STORES 

Merchants and displaymen will 
be interested in “A Leading Play- 
wright of Windowcraft,” describ- 
ing the window spectacles pro- 
duced by John R. Patton; “How 
They Staged the Fall Shows”; 
“Eau Claire Openings Finely 
Handled”; C. L. Francovich’s 
“Weave a Plot Around Your 
Wares”; “A Gauge for Window 
Rental Value,” and numerous 
shorter stories. 


DRUG STORES 
“Capitalizing Interest in the 
Movies” and “Twinplex Contest 
Reflected in Sales” will hold spe- 
cial appeal to drug displaymen. 
HARDWARE 
Herbert Merrill’s “Holiday Set:; 
tings Boom Hardware” 
“Twinplex Contest Reflected in 
Sales” are of special interest to 
the hardware field. 
FURNITURE 
George H. Janes’ “I Found a 
Theme in  Shakespere” 
“What Display Has Done for the 
Radio” will be valuable to furni- 


ture displaymen and _ dealers. 
They will also find “Selling 
Backgrounds to the Boss” in- 
structive. 

GROCERIES 


William A. Ferguson’s “Dis- 
plays That Brighten the Grocery” 
is timely and serves to point the 
way to better use of wall space. 


THE DISPLAY CRAFT 


Displaymen, without regard to 
business groupings, will be in- 
terested in “The Flaws in the 
Window Contest” by W. Barti- 
koski, “A Business Goal for the 
Displayman” by W. Z. Coy, and 
“Selling Backgrounds to the 
Boss.” 


NATIONAL ADVERTISERS 


“Foolproofing Edison Lamp 
Displays” and “Use Care in Se- 
lecting Display Service” by E. H. 
Siney are pertinent to this field. 
Duncan Cassidy’s “Display to 
Enrich New Orleans Trade” 
shows what can be done with 
exhibits. 
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Here’s wishing you all 


the 


Merrivst Christmas 





and the 


Kiappiest New Year 








You have ever had! 


Ghe Botanical Decorating Co 


(ESTABLISHED 1896) 


319 to 327 West Van Buren Street Chicago, Illinois 
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Concerning Our Contributors 


ELIEVING” that the best means of af- 
fording instructive information is through 
relation of the experiences and expres- 
sion of the views of the real displaymen 
and display advertising counselors, the 

majority of The DISPLAY WORLD space has been 
given to their writings. The November issue, for in- 
stance, listed as contributors a group of men who 
typify the factors now blending their efforts in the 
furtherance of window display. 

The first article was by W. L. Stensgaard, manager 
of display for the Stewart-Warner Corporation and 
president of the International Association of Display 
Men. Mr. Stensgaard’s rapid rise in the display field 
testifies to his understanding of display fundamentals 
and his article illustrated forcibly how business fields 
long closed to display are now grasping its possi- 
bilities. 

R. R. Webber, author of the next story, 1s a promi- 
nent member of the Oklahoma City Display Club, 
display manager for Kaufman’s apparel store and 
head of a window service organization. These quali- 
fications fit him admirably to reflect the spirit with 
which Oklahoma City C lub is now meeting the test 
of cooperative activity. 

B. E. Chester, the next contributor, is display 
manager for the Monnig Dry Goods Co., Ft. Worth, 
Texas, an enterprising and resourceful window 
executive, whose alertness has brought him much 
publicity. His story was a page from his own ex- 
periences, replete with suggestions for fellow-crafts- 
men. 

A. H. Dreher is a member of the advertising de- 
partment of the Perfection Stove Co., Cleveland, 





Ohio. His presentation of views concerning displays 
entertained by Norman E. Olds, advertising manager 
of his company, revealed a new problem, namely, 
confining support of the advertiser's ta to his 
own product. 

Walter Welch, who discussed a gift hiidiadiarine as 
a display asset, is displayman for the Strauss Stores 
of Nanticoke, Pa. He formerly operated a display 
service in Syracuse, N. Y., as well as serving as dis- 
play manager of a large Syracuse store. 

N. W. Reynolds is operating the Salt Lake City 
Window Display Service and is fully acquainted with 
the problems of such an organization. 

Edward Daughrill Tubbs is a gifted Paducah win- 
dowman who knows intimately the problems of the 
small city display department. He is a particularly 
able draper and distinguished himself at the last 
I. A. D. M. convention by a wash goods display. 

J. N. MacNeill is sales manager for Hewes & Pot- 
ter, having recently been promoted to this position 
from that of assistant sales manager. He is a noted 
contributor to trade publications and knows retail 
merchandising thoroughly. 

Edwin O. Tinsley is one of the outstanding au- 
thorities on the merchandising values of the carton. 
As manager of the division of design of the Robert 
Gair Co., New York City, he acts as counselor to a 
large number of carton manufacturers. 

John T. Mackey, whose article, “Bridging Change 
of Ownership Gulf,” was a feature of this issue, is 
display manager for Herpolsheimer’s, Grand Rapids, 
Mich., and has had a wide range of experience in 
retail display. 

(Continued on page 59) 
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Special Window Displays of this 
character are not sohard to produce 
when the Cutawl is available 


x =k * & 

















Armistice Day Feature Window Display by Ed. Winter, of Savannah, Ga. 


Mr. Ed. Winter, who created this unique Feature, 
tells how the Cutawl saves. his time and labor 


“This is a window I designed and! ‘made for The Hub Clothing 
Co., of this city, featuring the Armistice Army-Marine football game. 


“All figures were made from regulation Recruiting Station 
posters, mounted on wallboard and: cut: out with; the Cutawl, then 
mounted in three squads each. The Marine’s bulldog mascot’s eyes 
flashed green at intervals, as did also the lettering above. 


“The large center football picture shows a ‘Marin, with the ball, 
with the Army ready to tackle. A nail was driven into the knee 
as a pivot, a rubber band was run from the back of.the-head down 
to the lower left of the back of the cut-out, then a-cord was run 
from the back.of the head through a pulley to the guard of an 
electric fan (blade removed). The oscillation of the fan drew the 


THE INTERNATIONAL 


CUTAWL: 


is the only machine of its kind available ta men in the Display Profession that does all the 
cut-out work heretofore done by hand or jig saw. Electrically driven, simple, easy: to operate, 


figure to the right-and the. rubber band drew it back to the left, 
which made the figure move in a running manner. (The fan, etc., 
were entirely concealed behind the cut-out.) 

‘Saturday I cut twenty-five letters at one time from cloth. 
Daily I handle cut-outs for three: theatres. I have some photos of 
grille doors that. I made for The Hub Clothing Co., for whom 
| dress windows, that are unique in the way of finish. They are 
finished in imitation hammered bronze, the effect being obtained by 
using plaster paris 1n stucco form painted brown and then high- 
lighted. with dull antique bronze. I would have sent you these, but 

was afraid that you did not want too much stuff from one man, 
although I am always working up something new with my. Cutawl. 
$1,000,000 would not buy it today.”—Ed. Winter. 


1§ Day 
Free Trial 


Send now for particu- 
lars. You owe yourself 
the aid and inspiration 
of-a machine such as the 


the Cutawl satisfies your every requirement for speed, accuracy and low cost of operation. It Cutawl. You will never 


does all the work you have probably been compelled to laboriously do, by hand. Whether your 


be entirely satisfied with 


background is cut out of wallboard or cardboard, the Cutawl will produce the design in a clean- what you design until 


cut, workman-like manner. Its use will give you the extra time you want for creating new and 
original designs. It will save a tremendous amount of time and eliminate the drudgery that 


you know that it is prop- 
erly and accurately pro- 


every Display Man detests. The-display above is just another demonstration of the flexibility duced. Try the Cutawl 


and various uses of the Cutawl. A trial will prove its worth—and a 15 Day Trial will cost you 


nothing. Simply address: 


THE INTERNATIONAL REGISTER CO. 


13 SOUTH THROOP STREET, CHICAGO 


for 15 Days _and_ you'll 
agree that its regular use 
will quickly repay the in- 
itial cost in better results 
more easily obtained. 
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This Decoration Day Window Showed Floor Mounded to Represent Grave; Dim Green Lights Gave a Solemn Effect 
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Your [rim Depends Upon Y our Public 


The Class of Patronage to Which You Cater and the Location 
of Your Store Dictates the Style to Be Followed 


By LRA L. VONDERHEIDE 
Display Manager, Walker Dry Goods Co., Charleston, W’. Va. 


ISPLAY of merchandise is the oldest 
means of creating sales known to man- 
kind, and yet, according to my belief, it 
is still in its infancy. This year just past 
was the first time the manufacturers have 

ever taken any real forward steps in the displaying of 
their merchandise to any great extent. It is not an 
uncommon thing to hear one speak of “nationally 
advertised merchandise,” but it is a most rare thing 
to hear of “nationally displayed merchandise.” I be- 
lieve the day is not far away when we will hear the 
latter expression in more common use than the former. 
My reason for making this last statement is de- 
rived from a talk by an advertising man for a whole- 
sale firm doing national advertising. He was thor- 
oughly sold on window displays. One of his most 
convincing statements was, “Suppose you read an ad- 
vertisement featuring men’s suits; you decide to go 
to the store that is advertising and make a purchase. 
On the way to this store you are attracted by a win- 
dow display of men’s suits in another store. You de- 
cide to investigate the merchandise here, you see just 
the suit you want, and purchase it. This shows that 
advertising sometimes brings the purchaser down for 
the display window to sell.” 
Understand me correctly. I am for advertising 








as well as window displays, as I am in the adver- 
tising as well as the display department. Neverthe- 
less, this instance proves window display particularly 
forceful when the buyer is in the market. 

As to my conception of ideal displays—how 
crowded or scant they should be the extent to 
which a window should be filled with merchandise de- 
pends on many things. Do you think it would prove 
effective for a store in the slums or tenement district 
to feature one garment in an extremely large win- 
dow? Would a firm like the Marshall Field Co. reap 
100 per cent efficiency from their windows if they 
presented a compact mass of merchandise? 

Another angle to consider is the merchandise 
itself. For instance, would a showing of seal wraps 
be more effective if the display was crowded with 
merchandise, or trimmed light, giving the air of ex- 
clusiveness and individuality? Contrastingly, I find 
that one pair of silk hose, as a rule, does not bring 
full efficiency from a sales standpoint. 

Summarizing, it would be well to consider the 
public—whether class or mass—to which your dis- 
play is to appeal, known your location, your goods, 
and last,, but not least, the purpose of your display, 
whether you are trying to put over quantity at a price 
or quality. 
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A Leading Playwright of Windowcraft 


John R. Patton, of Indianapolis, Has Won the Admuration of His 
Public by Mirroring Current History in Unusual Spectacles 


By CHARLES R. ROGERS 


HE inclination to 
develop the novel 
and unusual has 
been a moving force 
in bringing John R. 

Patton to the foreground in 
midwestern displays. Mr. Pat- 
ton has had a long and event- 
ful~career as a creator of un- 
usual window showings, but his 
genius has found exceptional 
opportunity for demonstration 
since his affiliation with the L. 
S. Ayres & Co. Department 
Store in Indianapolis. 

The variety of his work in 
this position is as voluminous 
as it is interesting, and, because 
of its departure from the ordi- 
nary on repeated occasions, merits close attention. 
Mr. Patton’s first attempts at mechanical novelties 
in window merchandising were made at a time when 
these attractions were very much in vogue; with their 
decline he turned his attention to production of pano- 
ramic and pictorial pageantry, in which the develop- 
ment of his theme rests chiefly upon originality. Mo- 
tion is seldom employed save during the Christmas 
holiday season and at times when the goods featured 
definitely require it as a means of proper presenta- 
tion. Much the same policy underlies his resort to 
the windows sans merchandise, in which he shows 
his finest form. 

Day after day Ayres windows portray the best in 
merchandise in the accustomed fashions. As shown 








A Bit of Prophecy—The City’s Skyline Pierced by Skyscrapers Yet to Be Built 


in the windows, the gowns and frocks on display 
typify the best and latest available. It is only when 
some special event in which public interest is pro- 
nounced comes along that the Patton faculty for 
spectacular creations is given play. 

Several years ago the annual convention of the 
Associated Advertising Clubs of the World, since re- 
christened the International Advertising Association, 
was held in Indianapolis. With characteristic cour- 
tesy, the city made huge efforts to extend its hos- 
pitality to the visitors. Every lamp globe in the 
business district was painted with their shibboleth 
“Truth ;” streets were gay with bunting, and a holiday 
atmosphere was created. In conformity with this spirit 
Mr. Pat'on shaped a display in which the ether of 
space was simulated, a huge 
replica of the globe bearing the 
word “Truth, riding in its 
midst, while not far off a ra- 
diant moon cast its beams upon 
the larger orb. Lights from the 
ceiling lit up the cloud-like back- 
ground and gave it the required 
appearance of fleeciness. 

When Indianapolis, suddenly 
aware of great increases in pop- 
ulation, began to consider future 
development and focused popu- 
lar interest on the theme of care- 
ful provision for the coming 
years. Ayres windows burst 
forth in a series of pictorials in 
which the familiar landmarks 
of the downtown area were 


The A. A. C. W. Convention Saw Their Emblem Presented on a Sphere Floating in Space shown reshaped to cope with 
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the problems of a huger popu- 
lation. The city boasts the 
largest interurban traction ter- 
minal in the country and this 
was among the sites shown in 
the highly imaginative paint- 
ings. Its broad loading shed 
was depicted squat among tow- 
ering skyscrapers surmounting 
by many stories the present 
heighth of surrounding struc- 
tures. Elevated roads were out- 
lined in the background, sub- 
ways appearing in a cross section 
view below the lower border. 
-Planes and blimps soared over 
the city, aerial landings being 
prominent in the background. 

In nearby windows were 
views of the Indiana state house, 
its background consisting of tall buildings existing only 
in the mind of the designer. 

The soldiers’ and sailors’ monument, which domi- 
nates the Circle, in the heart of the city, was pictured 
as dwarfed by new buildings rising to hitherto un- 
attempted heights. 


When the Rainbow Division convention brought 
these famous veterans of the World War to Indianap- 
olis, Patton art again met the occasion with a hazy 
battlefield scene through the smoke of conflict, re- 
vealing members of an artillery unit serving guns 
obscured by wartime camouflage. 


Indiana’s celébration of her centennial -of state- 
hood gave another opportunity for delving into the 
unusual. On a pictorial below the marquee and just 
above the front entrance, Prophet’s Hill, one of the 
positions carried by Harrison’s army in the battle 
of Tippecanoe, was shown paralleled by a view of 
covered wagon, reminiscent of pioneer immigration in 
the state’s early days. The hill was built of papier 
mache, and wagons, Indians and tents were produced in 
relief. The scene was but one of a large group which 
filled the front windows. 





“Plant a Victory Garden” Urges This Extraordinary War-Time Window 
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An Indiana Centennial Display Showing the Old State House 


On the occasion of Ayres’ “Golden Anniversary,” 
a series of windows depicted the store’s beginnings and 
contemporary events. The tiny trading center from 
which the present organization had grown, the old state 
house and numerous scenes from early Indianapolis 
were produced, the wax figures, which were used to 
give life to the street scenes created, wearing the garb 
of the period. 


During the World War, Mr. Patton was an in- 
defatigable propagandist, his windows carrying the 
message of conservation and thrift and outlining the 
developments of the conflict with rare skill. “Food 
for Stricken Europe” was the appeal of an unusual 
cut-out of an ocean liner with part of the hold cut 
away, revealing space for shipments of sugar, flour, 
meats and other requirements of America’s allies. 
“We Must Send 1,820,000 Tons of Foodstuffs in 
1918; for Humanity’s Cause, Conserve!’ was part of 
the phrasing used. 

Maps stretched clear across the window were used 
in other instances, showing the oceag lanes leading 
to the battle area. In one of these displays a specially 
created plateau showed a naval battle with a battle- 
~ ship sinking a liner. Cards at 
right and left and above the pic- 
torial urged purchase of Liberty 
bonds. The stay-at-homes’ duty 
was outlined in another window 
which called for planting of “war 
gardens.” 


With more prosaic subjects 
Mr. Patton has been equally ef- 
fective. If the city opened a new 
playgrounds, his displays ide- 
alized it; if a club purchased a 
new social center or erected a new 
club house, he tied it in with his 
mercantile displays by resort to 
the usual pictorial. 

An outline of Patton methods 
of mercantile display for win- 
dows and interiors will be pre- 
sented in an early issue. 
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Twinplex Contest Reflected in Sales 


Displaymen’s Publicity for Stroppers Develops a Momentum in 
Demand That Continues After the Competition Ceases 


HE 1926 Twinplex Stropper Contest has 
passed into history, but the effects of its 
impact upon the public mind are apparently 


of longer duration. With an increase in.’ 


volume for October and November over 
the same months in previous years, Twinplex Sales Co. 
executives are frankly attributing the gain to the favor- 
able impression created by their window campaign. 
Theirs was a double-edged appeal to the public and the 
retailers, the man in the street being attracted by the 
offer of worthwhile prizes for naming a cartoon char- 
acter and the dealer and displayman receiving the spur 
to action through prizes for the best windowed presen- 
tation of this offer. 

This was one of the most successful contests which 
the Twinplex Co. has ever conducted, especially from 
the standpoint of dealer sales. Nearly every entrant re- 
ported a healthy increase in sales during the time that 
their windows were in and after the contest as well. 

While swamped with entries in the larger city group, 
there were not enough to go round in the smaller cities 
division, indicating that dealers in these places were 
too willing to discount their chances of winning, and 
did not compete as actively as did their brethren in 
the more populous centers. 

Down East Yankees proved seductive display aids, 
winning approval of sorely tried judges, who found it 
difficult to pick from the mass of photographic entries. 
By their decision R. Piacentes, New York City, a mem- 
ber of the staff of Ned Mitchell, Superintendent of 
Displays for the Liggett Drug Co., receives first prize 
in the class covering cities of 50,000 or more while 
P. W. Johnson, display manager for the Owl Drug Co., 





P. W. Johnson’s First Prize Display in-the Small City Class 


Fulton & Tulane Streets, Fresno, Cal., leads the smaller 
city contestants. 

At the Liggett store at Fifth Avenue and Thirty- 
Seventh Street, New York City, Piacentes showed a 
New England constable gazing soulfully’ upon the 
“Twinplex” reward offer. “$2000 Reward—Name this 
man! Win a big cash prize” is the message of the 
poster inspected also by a small barefoot boy with an 
express wagon-load of stroppers. The background is 
a picket fence such as were once common in villages. 
The reward notice was much larger in Mr. Johnson’s 
trim but the display itself was more conventional. 

In the larger cities group the efforts of the drug 
chains was conspicuous, the Liggett and Owl organiza- 
tions being represented by a surprising list of entrants. 
Owl displaymen took second prize in this classification 
and third in the smaller cities class in addition to Mr. 
Johnson’s capture of first place. 

All the way down the list is evidence of the compli- 





Weaving of Twinplex’s Reward Into This Whimsical Picture of Village Life Won ‘First Prize for Mr. Piacentés 
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mentary fashion in which the judges viewed Owl win- 
dow technic. 

The results speak well for the efficiency of the dis- 
play machines built up under the guidance of Fred A. 
Gross, of the Owl Drug Co. of San Francisco, and 
Ned Mitchell, superintendent of display for the Lig- 
gett Company. The value of their windows, the 
thought which they give to their preparation and the 
spirit which they instill in their staffs crop out in such 
trade events. That they participate wholeheartedly in 
these campaigns shows their firms’ appreciation of the 
sales stimulation which is produced. 

The judges found their task very difficult. Several 
meeting were necessary to settle such points as orig- 
inality, use of contest material, variety and amount of 
merchandise shown, sales appeal, decorative, variety and 
amount of merchandise shown, sales appeal, decorative 
and effect and actual sales produced. Their decisions 
were reached only after a month of deliberation. The 
winners in both divisions were: 





Third Prize Display, West’s Drug Store, Grand Rapids 


First prize, $200, L. K. Liggett .Co., 151 Fifth Avenue and 
Thirty-seventh Street, New York City; second, $100, Owl 
Drug Co., San Francisco, Cal.; third, $50, West’s Drug Store, 
Grand Rapids, Mich.; fourth, $25, Owl Drug Co., Milwaukee, 
Wis.; fifth, $20, Owl Drug Co., Sixth and Hill Streets, Los 
Angeles, Cal.; sixth, $15, L. K. Liggett Co., Grand Central 
Station, New York, N. Y.; seventh, $15, McColloch Drug 
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A Member of Fred Gross’ Display Staff Created a Monster Check as the Motif of His Window a 





os eines 3 
nd Won Second Prize Handily 


Co., Pittsburgh, Pa.; eighth, $10, Cunningham Drug Co., 1065 
Woodward Avenue, Detroit, Mich.; ninth, $10, Ow! Drug Co., 
916 Market Street, San Francisco, Cal.; tenth, $10, Owl Drug 
Co., Shattuck and University Avenue, Berkeley, Cal.; 
eleventh, $10, May Drug Co., Fifth and Liberty Street, Pitts- 
burgh, Pa.; twelfth, $10, Owl Drug Co., Spokane, Wash.; 
thirteenth, $10, Pettee’s, Oklahoma City, Okla; fourteenth, 
$10, Owl Drug Co., Salt Lake City, Utah; fifteenth, $10, Owl 
Drug Co., Sixth and Broadway, Los Angels, Cal.; sixteenth, 
$10, Stanley Drug Co., 224 Market Street, Philadelphia, Pa.; 
seventeenth, $10, McCullough Drug Co., Pittsburgh, Pa.; 
eighteenth, $5, Kimball-Upson Co., Sacramento, Cal.; nine- 
teenth, $5, Owl Drug Co., Portland, Ore.; twentieth, $5, Owl 
Drug Co., 778 Market Street, San Francisco, Cal.; twenty- 
first, $5, Bomar-Summers Hardware Co., Louisville, Ky.: 
twenty-second, $5, Pickering Hardware Co., Cincinnati, Ohio; 
twenty-third, $5, Barber & Ross Co., Washington, D .C.; 
twenty-fourth, $5, Duncan & Goodell Co., Worcester, Mass. ; 
twenty-fifth, $5, Wood & Co., Rochester, N. Y.; twenty-sixth, 
$5, Owl Drug Co., Seventh and Main Street, Los Angeles, 
Cal.; twenty-seventh, $5, Consumers Drug Co., 606 Hennipin 
Avenue, Minneapolis, Minn. 
Winners in Towns of 50,000 and Under 

First, $200, Owl Drug Co., Fulton and Tulare Streets, 
Fresno, Cal.; second, $100, Roper Drug Co., Salem, Mass. ; 
third, $50, Owl Drug Co., Fulton and Merceed Streets, 
Fresno, Cal.; fourth, $25, L. K. Liggett Co., Store No. 225, 
East Orange, N. J.; fifth, $20, King’s Pharmacy, Lewistown, 
Mont.; sixth, $15, Sterling Drug Store, Ft. Smith, Ark.; 
seventh, $15, Crescent Drug Store, Walla Walla, Wash.; 
eighth, $10, The L. & L. Drug Co., LaGrande, Ore.; ninth, 
$10, The J. A. Hughes, Inc., Bakerfield, Cal.; tenth, $10, 
Mabie-Lowrey Hardware Co., Roswell, N. M.; eleventh, $10, 
W. C. Lyon Co., Durham, N. C.; twelfth, $10, Piedmont Drug 
Co., Madison, N. C.; thirteenth, $10, Bobes Bros., Martins 
Ferry, Ohio; fourteenth, $10, LaMoine Drug Co., Richmond, 
Cal. ;. fifteenth, $10, M. B. Hargrave Pharmacy, Fulton, N. Y. 





SERIES OF WINDOW SCHOOLS TO BE CONDUCTED 

The National Association of Retail Clothiers and Fur- 
nishers is making preparation for the opening of the fifth 
School of Windew Display, which will meet in Chicago on 
January 4, 1927, for a two weeks’ session. Subsequently classes 
will be conducted in a number of other cities, among which 
will be Des Moines, Boston and Indianapolis. The first will 
convene on January 26, the second on February 14, and the 
final course will be begun on February 28. 

The instruction will be given by J. Duncan Williams, direc- 
tor of the association’s window display service, and will com- 
prise Elementary Principles, Equipment, Lighting» Back- 
grounds, Artificial Flowers, Neckwear, Shirts, Haberdashery, 
Hats, Clothing, Operation of the Window Department, Pen 
Lettering and Demonstrations, with an actual show window. 
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Foolproofing Edison Lamp Displays 


“Light to Sell Lights’ Is the Foundation of Edison Display 
Policy and a Small Metal Device Makes It Mandatory 


EAUTIFUL!” exclaims the designer as he 
finishes the drawing for a resplendent new 
display. ‘This will be a knockout. Look 
at those color combinations. See how the 
punch in the copy is carried over by the 

arrangement of the panels. Then there’s that little dan- 
ger signal over there, and when the dealer puts a little 
electric lamp behind it what a ‘wow’ of a feature our 
client will have!” 

It frequently turns out that way save that the knock- 
out is provided for the hopes and confidence of the 
over-trusting manufacturer who distributes the new 
panels. Somehow the retailer insists on putting the left 
panel where the right should be and places the center 
spread in an awkward position where it loses its attrac- 
tiveness. If the display is shown with bulky merchan- 
dise and the pulling power rests upon placement on a 
special part, invariably some of the dealers will set it 
up so that very panel shows up at least six feet from 
the designated spot. If lighting is a feature of the ma- 
terial in nine cases out-of ten there will be a dearth of 
electrical equipment that will make it impossible for 
this feature to “get into the picture.” 

Placement may be a vital issue but proper installa- 
tion is even more essential. In this respect the Edison 
Lamp Works of the General Electric Co., has shown 
the way to hosts of its contemporaries. 

The bulk of Edison Lamp dealers handle their goods 
on consignment and are heartily interested in pushing 
the sale of Edison products. The usual resistance to 
display usage is minimized by this arrangement to such 
an extent that it is the advertising department’s boast 
that over 97 per cent of all its displays are placed.- How- 
ever, it is in the manner in which proper installation is 
assured that Edison excells. 

Before display material is prepared for distribution 
to the electrical appliance and hardware stores which 
constitute the bulk of the dealers, elaborate preparations 








This Is the Magic-Working Edison Base 


are made to insure its effectiveness. A full time dis- 
playman tests out the originals in real show windows, 
fathoms the best means of presentation, and checks the 
appearance which they make under various degrees of 
lighting. The advertising department holds a series of 
clinics, criticises and corrects, and if in doubt, calls upon 
the sales department for suggestions. Test campaigns 
are run, and when these have proved the merits of the 
trims, the material is issued and goes forward to the 
sales force. 

These “knights of the grip” are thoroughly in- 
structed in its strong points and prepared to crusade for 
placement. The retailers are made to feel that they re- 
present the manufacturer quite as much as the salesmen, 
and that for the sake of presenting a solid front to the 
public, it is advisable to use the displays. 


It is axiomatic with the Edison works that the best 
means of advertising lamps is through light and sugges- 
tions of light are included in every display. A feature 
of each window is a central unit which rams home this 
conviction with compelling force. This is, perhaps, 
the most unique aspect of Edison display development. 

A metal base nineteen inches long, six inches wide 
and six inches high forms the foundation for a series 
of artistic advertising devices. Made with durable 


Displays Built Upon the Standard Base—Left, Auto Lamps; Center, a Sale Window; Right, a “Stock Up for Winter” Ap- 
peal; the Illuminated Cardboard Slipover Fitted Over the Base Is Shown in the Center of Each Window 
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flanges, it is so arranged that the card-board publicity 
panel slips over it, forming a small box partly trans- 
parent through which shines the rays of a lamp. This 
is inserted in a socket fixed in the base and provided 
with eight feet of lamp cord. 


Inclusion of the equipment guarantees proper hand- 
ling and required attractiveness. In every window the 
same type of display stuff is used and always with the 
enhancing attribute of light. The dealer sees the socket 
and also the cord; he knows that a lamp must be used 
to bring out the message properly. 

The base is sold to dealers at a very nominal fee 
which barely represents the cost of manufacture. The 
investment gives them direct interest in its successful 
employment. And here follows a new development of 
interest. 

“Save display money from ‘hardening of the 
arteries,’ ” is the watchword of J. W. Mclver, the plant 
advertising manager. By utilizing this type of display. 
a great saving in production cost is assured. Where 
heretofore it was necessary to lithograph a series of 


panels, and turn over the job to a mounter, now the - 


board is printed in one piece on light stock, and is 
folded so that the box-like effect is produced the mo- 
ment the display is slipped over the metal base. “By 
this accomplishment,” Mr. Mclver asserts, ‘‘the 
mounter’s fee is saved, more ‘displays’ are bought for 
the same money, and good lighting effects are assured. 


“Our lamps will not suggest their high quality un- 
aided,” says Mr. McIver. “To convince our dealers 
that our product affords longer use and more light for 
the investment is a task that devolves upon our sales- 
men. We must show the dealer that in producing our 
display we used ten dollar velvets where we might have 
used the five dollar variety and that we display material 
which towers above contemporary showings. 


“Go down the street with me and you will see shop 
windows on all sides clamoring for attention—and yet 
each manufacturer expects me to remember his produc- 
tion. This fact should lead us to realize that if we are 
to interest the dealer our displays must have a plan and 
we must issue stage directions. A certain retailer told 
me that he would not use our decalcomania on his win- 
dows. ‘Too tawdry’ was his explanation. I pointed 
to a lodge button on his lapel. ‘Same thing!’ I asserted, 
‘This little badge shows that you are a member of the 
Edison Lamp lodge and that this is a service station 
for buyers of Edison Lamps. That’s the reason you 
should show it.’ He saw the point—that we made him 
a part of our merchandising plan—and he got into line. 


“By actual tests we have proved the selling power 
of our displays, and this fact is of the most vital im- 
portance in stressing their use generally. It is not 
enough. to show the sales pull in ordinary times for 


there may be many factors aside from our material to’ 


account for greater sales. But if we take a period that 
is notoriously bad and can show increases in sales 
through displays, our case is proved. This is exactly 
what we have atempted and succeeded in proving. An 
illustration is a test which we conducted in Washington, 
D. C., last Easter. This is one of the worst periods in 
the year for lamp sales. Certainly at such a time lamps 
are at the very bottom of the list of the items in which 
the public is interested, but notwi.hstanding this handi- 
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cap our demonstration showed that ten dealers using 
displays during that week sold 20 per cent more goods 
than a like number of retailers of equal rank who ‘went 
it alone.’ 

“All along the way it is necessary to exhibit unques- 
tionable interest in the retailer’s progress. If we supply 
showcards they must be produced in good style. We 
must show the dealer how to use his display material 
to best advantage; our house organ has tackled this 
problem whole heartedly. We must be thorough; even 
the pedestals which we supply for showing toasters 
and small electrical appliances illustrate the new lamp. 

“Summarizing: To assure’ your representative’s 
faith in your window advertising, you must visualize 
and dramatize your product.” 


Men’s Wear Needs Mannish Backs 


The Type That is Used for Lingerie or Feminine 
Finery is Seldom Adaptable to Furnishings 


By EDWARD E. O'DONNELL 
Display Mgr., Sisson-Bros.-Welden Co., Binghamton, N. Y. 





ERSONALLY, I believe that very few display 

managers give enough thought to their men’s 

trims, especially in the selection of their back- 

ground. A display of men’s wear should have a 
masculine background and not one which has been recently 
used for a lingerie or other feminine display, and this is 
what many of our profession do. 








Veneered Checkerboard Panel Oddity Used by Mr. O’Donnell 


In constructing the background panels in the photo sub- 
mitted, the writer was careful in selecting materials that 
would both attract and harmonize with the type of displays 
to be installed in front of these panels. 

The blocks used in the making were five inches square 
and were of heavy cardboard with wood veneer coating, 
and were pasted to ordinary wall board and fitted in the 
frames. The frames were finished in black and gold with 
anaglypta used on the borders, an embossed pulp decorative 
product in stock patterns that has proven of unusual value in 
display construction. 

Fall foliage was used to good advantage on the panels 
and this lent a totich of color to the display. 

We find that the use of accessories in men’s displays 
aids not only in rounding out the displays, but greatly helps 


- in the sales of these various items. 


Take, for instance, the rather new Dunhill lighters, which, 
although popular in larger cities, are only recently appear- 
ing in the smaller cities, and here, indeed, is an item that 
must be displayed prominently if it is to be sold in any 
qualitity, and we have found that the display of this item 
in both our men’s and women’s windows helped to acquaint 
the public with these lighters. 

A few good traveling bags are excellent in rounding out 
the men’s window, and we use them in most of our men’s 
trims, which, by the way, we change at least twice a week. 
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A Stuffed Canary Bird in a Brass Cage 


It Was Merely a Touch of Realism for a Utility Display, But It 
Demonstrated the Public’s Interest in Dramatic Windows 


By L. E 


_ LINDSAY 


Display Manager, People’s Gas Stores, Inc., Chicago, Til. 


OO much cannot be said for the produc- 
tivity of carefully planned display adver- 
tising, as applied to the numerous sales 
activities of the Utility Company. But, 
until productive display advertising oc- 

curs to the official as one of his most important sales 
media, just so long will he retard his progress toward 
the-goal of maximum display effort. 

We are all witnesses to the receptive attitude of 
the buying public. Indeed, there are times when we 
are a bit startled at the readiness with which a new 
service becomes a habit with us, until we are sold on 
something better. 

The people who buy the comforts and the con- 
veniences of today or who invest their savings in 
sound dividend-paying stocks are walking about the 
streets looking for such ideas. They are down on 


the street in front of our places of business NOW. 


As live, thrifty merchants we should have our win- 
dows open and telling the world what we have. to 
sell through our display advertising. P A 

As one.sales manager has said, “Our window ‘dis- 
play advertising is so effective that it is making 
order takers of my sales people.” There are many 
interesting coincidences coming up from time to time 
that lead us to realize the appreciation of the public 
who view our displays. 

In one of our corner window displays we set an 





attractive kitchen in which was placed a brass bird 
cage with a canary bird swinging on a perch. This 
bird aroused considerable interest and sympathy 
among the passersby. 

One morning while I was on a tour of inspection 
around the salesroom, a young lady advanced towaid 
me and asked if I was charge of the window displays. 
Assuring her that I was, she immediately insisted 
that the canary in the corner window be instantly re- 
moved as it was too hot there and the bird would 
soon die. Even after telling her that it was merely 


.a stuffed bird she would not be convinced until she 


herself had been taken into the window, 

In this window, as well as all others, we endeavor 
to! make the setting as human as possible. For in- 
stance, this window showing a complete kitchen gave 
the appearance of having just been left by the house- 
wife in the midst of her cooking preparations, to 
answer :the front doorbell. Her apron was thrown 
across the chair, while on the kitchen cabinet were 
the ingredients of a cake. The flour sifter was partly 
full having some flour sifted into: the mixing bowl 
and ‘sprinkled over the edge on the porcelain work 
board.” There were eggs, some having been broken, 
sugar, seasoning, ready to be mixed into the batter. 
People have actually stood several minutes in front 
of this window fully expecting a woman to enter and 
resume her baking. 





The Attractive Kitchen Is a People’s Gas Specialty and This Setting Proved Very Profitable 
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It is just this touch of human appeal that people 
look for in our work, and, while we are thus holding 
them before the display, we are gradually selling 
them on the attractiveness of the kitchen; and then, 
too, they are absorbing the appliances displayed. 


I might mention another incident in connection with the 
kitchen in which we used the canary bird. At midnight we 
have an aged watchman who comes on duty. Regularly each 
night he used to open the window background to allow fresh 
air to circulate into the window for the bird’s benefit. He 
did this several weeks before we finally discovered by whom 
and why this thing was done. It took some time to con- 
vince him that the bird was not alive. 

From this display we have sold a complete set of our 
most expensive appliances used in the setting, including 
white enamel range, kitchen cabinet, refrigerator, dish 
washer, full set of aluminum ware, laundry machine, china 
breakfast set, and many items we do not sell, such as laundry 
trays and a full enamel sink. This order was shipped direct 
to Milan. Italy. We reproduced this display showing auto- 
graphed photographs of the purchasers on a large card. 
Shortly after this time a man entered the store and asked 
for the same range and cabinet that was used in that par- 
ticular display and paid cash for them. They were shipped 
to Pasadena, Cal. A similar shipment was made to the same 
place by another purchaser. These three orders were di- 
rectly due to DISPLAY ADVERTISING. Sales and price 
cards showing cash price and terms were in evidence here 
as elsewhere. While decorating our windows as late as 
three o’clock in the morning we have noticed window 
shoppers carefully studying the items displayed there. 

At one time we had-an Easter setting showing several 
dozen baby chicks together with a gas heater brooder 
brooder. It is hardly necessary to tell the excitement these 
live baby chicks created, for folk, young and old, just can’t 
pass by baby chicks. One cold, raw morning, after the chicks 
had gorged themselves with their brgakfast, some lay around 
as well-fed chicks will do, on their’ sides, kicking their feet 
into space, while others were stretching in the most peculiar 
posses. A woman passing by saw them, and, turning, rushed 
into the store and frantically exclaimed that “the little dar- 
lings were all dying from lack of air.” Upen opening the 
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Here is an Interesting Contrast—A View of the Mammoth Terraces of Yellowstone Park Constantly Flowing Hot Water, and 
in the Foreground a Display of Automatic Gas Fired Hot Water Heaters 


window we found the whole flock chasing one lone chick 
which had happened on a large piece of bread and was on a 
still hunt for a secluded spot where it might devour it at 
its leisure. 

People get so interested in different displays that they 
even go to the extent of making suggestions and improve- 
ments. Even the comma on a display card has~taused a 
special trip to the studio for the sake of arguing whether 
or not it should be there. But these are the things we culti- 
vate because it shows that our story is going over the top. 
These people are our customers; they are even more—they 
are our friends. 

At one time we showed an interesting feature in connec- 
tion with our water-heating window. We had a waterfall 
effect in which no water was used, although most of the 
paserby thought so. A little girl looking at this display 
became curious and insisted that her father bring her into 
the studio to see how it actually worked. We took delight 
in showing her how the display was operated without the 
use of water and her remark was, “You can surely fool the 
people.” ; 

Human displays always have an appeal and it is quite 
natural that they should do so. 

In a recent bride’s shower window, having a pretty back- 
ground of a vine-covered English cottage set in an attractive 
terraced lawn and gardens, we displayed a large assortment 
of small kitchen tools. We decided to make a real shower 
of it, so from the ceiling we hung many streamers of baby 
ribbon, on which were attached some small tools and useful 
items. 

One woman came in and bought one of every item hang- 
ing on the ribbons. Even though our saleslady suggested 
that some of those items served a similar purpose she did 
not mind—she wanted one of each. It was a very nice order. 

Recently at our corner window which faces on Michigan 
Avenue, we displayed a new kitchen in which we suggested 
arrangement and color scheme.” It is the practice of my 
assistant each morning to make the rounds of our displays 
to see that all settings, price and sales cards are arranged 
for the day. When he arrived at the corner window his 
attention was arrested by the interest of an old man looking 
in first from the Michigan Avenue front and then at the 
Adams Street side. 

(Continued on page 76) 
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Displays to Enrich New Orleans Trade 


Permanent Trade Exhibition Modeled on Fairs of Continental Europe 
Is Designed to Stimulate Commerce With Latin Nations 


By DUNCAN CASSIDY 


Publicity Director, New Orleans Permanent Int. Trade Exhibition, New Orleans 


COMBINED show window, sales room 
and international educational center—the 
greatest in the world. Such, briefly, is 
the plan of the New Orleans Permanent 
International Trade Exhibition which 
opened its doors on February 1 of this year under a 
presidential proclamation authorized by Congress, in- 
vitmg the nations of the world to participate. 

The exhibition now has 250 exhibitors, including 
several foreign governments and some of the largest 
manufacturers of the United States and foreign coun- 
tries. Home support is excellent and the patronage 
from commercial and industrial interests in the United 
States and abroad shows a steady and gratifying 
growth. 

German industrialists and exporters have dis- 
played an unusual interest in the exhibition, chiefly, 
doubtless, because the trade fairs developed in that 
nation in the earliest times have produced such ex- 
cellent results. The Leipzig fair, which holds exhibi- 
tions in the spring and fall, is known over the whole 
world. For this reason the exhibition found most 


German business men already “sold” on the proposal. 

The New Orleans exhibition differs from the trade 
fair in that it is not seasonal but open every day in 
the year and endeavors to include in its exhibits the 
principal raw and fabricated products of the world, 
with interpreters and sales forces to facilitate com- 
mercial transactions. In this manner buyers will be 
enabled to inspect, in a few hours, goods, machinery 
and other products which, if the source of supply, or 
even branch establishments had to be visited, would 
require weeks or months. At the same time it will 
afford manufacturers the opportunity to reduce sales 
forces and other overhead connected with the dis- 
tribution of goods, an item which has steadily in- 
creased until it has become an important factor in 
cost to the ultimate consumer. 

The building, donated by the government, is well 
adapted to exhibition purposes. It is 600x 140 feet, 
steel and concrete, and six stories high with about 
500,000 square feet which may be devoted to exhibits 
The structure is one of three army supply bases built 
at a cost of $5,000,000 each, situated on the Industrial 





FEATURE EXHIBITS OF NEW ORLEANS EXPOSITION—Top Left, an Italian Firm’s Booth; Top Right, a View of One 
Aisle; Lower Left, Lane Cotton Mills Booth; Lower Right, Republic of Guatemala Exhibit 
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Lake Pontchartrain. It is also on the City Belt Rail- 
road so that freight may be delivered either by water 
or rail. Exhibits occupy at present two floors, four 
remaining to be filled. 

A charge is made for exhibit space in order to 
provide funds for expenses and promotion work. 
Initial funds were subscribed by New Orleans busi- 
ness interests, the city and state. The exhibition is 
now on a Self-sustaining basis, showing a small, 
favorable balance each month. When all the space 
has been taken it will have a revenue producing ca- 
pacity of $1,000,000 yearly. The net income will be 
devoted to publicity and advertising solely in the interest 
of exhibitors. No profits will be distributed among 
stockholders. 

Owing to the strategic position of New Orleans 
on the Gulf of Mexico, a little above the mouth of the 
Mississippi River, the city is the natural focal point 
for the movement of trade between the United States 
and. Latin America. 

The city also enjoys the advantage of thoroughly 
understanding and appreciating the Latin-American 
temperament, due to the large local infusion of 
Franch and Spanish blood. The romance languages 
are widely spoken in Louisiana, while many of the 
customs of. the people are survivals of the days when 
France and Spain dominated the province included in 
the Louisiana purchase. The festival of Mardi Gras 
is a forceful reminder of the city’s Latin heritage. 
Hence, Latin America entertains affection and esteem 
for New Orleans, an important factor in dealing with 
peoples who are ruled by sentiment rather than com- 
mercial considerations. High pressure salesmanship 
is distasteful to them. Failure on the part of North 
American manufacturers to understand this and to 
make provision for catering to the peculiar tem- 
perament of Latin Americans, or, indeed, to com- 
pete effectually with European manufacturers and 
financiers in this field, has resulted in the United 
States occupying an inferior position in its experts 
to this region. 

The International Trade Exhibition is designed to remove 
misunderstanding between North and South America, to 
familiarize their citizens with the products and culture of 
each, and. to establish mutual confidence and good-will. In- 
deed, it is the function of the exhibition to perform this 


service in some degree for all nations, so that it may be 
designated as an educational center as well as commercial. 


The city’s physical equipment is quite equal to handling 
largely increased exports or imports. Between eighty and 
ninety steamship lines have steamers plying between New 
Orleans and the world’s important ports. Ten trunk rail- 
road lines run through the city, and the Federal Barge Line, 
with New Orleans as its main terminal, is carrying 850,000 
tons of cargo annually. Thé city is also the financial center 
of the South. 

Exhibits are of all kinds of raw and fabricated products 
are displayed from ores, cotton to complicated machines and 
hairpins. The various exhibitors occupy space ranging from 
100 to 1,800 square feet. The booths are designed to show 
to best advantage the products of the exhibitor, arranged in 
such manner that visitors may quickly make a comprehensive 
survey with a minimum of time and effort. 

For example, thé Myles Salt Co., of Weeks Island, La., 
shows a model of its mine buildings over a cross section of 
the mine, shafts and workings being revealed. 

The Southern Pacific Railroad has a very attractive dis- 


Canal, which connects the Mississippi River with: 
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play showing a huge variety of the products which grown 
along its line with a representative in charge to lecture on 
the exhibit and give information to prospective home seekers. 
Its trade-mark circle is worked out cleverly with’ use of 
various cereals which grow in the territory served by it. 
The name, Southern Pacific, appears around the outer circle, 
reproduced in soy beans, which are black. The outer rim is 
formed of peanuts and red corn grains. Railway tracks 
running toward the setting sun are done with rice straws, 
while corn meal and rice grains form the right-of-way. 
Peas represent stones in the landscape and rays of the sun 
are rice straw and red crayon marks. 

The General Electric Company has an extensive display 
of electrical supplies and devices. The background of the 
booth is painted with rich colors and panel effects which 
contain descriptive pictures in colors to illustrate electric 
power production and the various ways in which power is 
consumed. 

E. A. Zatarain and Sons, New Orleans, manufacturers of 
“Papoose Products,”’such as root beer and table sauces, have 
a booth of crude logs, moss and palmetto leaves. An Indian 
squaw with a papoose are in the background, a painted scene, 
with a beaver board cut-out of squaws near the camp fire 
and wigwams. Indian figures are returning with herbs, bark 
and other materials of which root beer is composed, it being 
a beverage supposed to have been originated by Indians. 
Along the sides of the booth are glass cases with displays 
of the roots, bark, herbs and spices from which all Papoose 
products are made, with brief description of the medicinal 
and flavoring effect of each. 

The Diebold Safe & Lock Company, of Canton, Ohio, has 
a complete display of its steel safes. 

The American Brass Company has most of its products 
cleverly arranged on an exhibit board showing bronze and 
silver wire, trolley wires and other wires, brass pipes, strip 
copper, welding rods and scores of other products with great 
effectiveness and economy of space. 

The Sanitary District of Chicago has in its booth com- 
plete miniature replicas of sewerage treatment, plants and 
working models of the sewerage reduction processes used 
in them. 

Manifatture Contoniere Meridionali, of Naples, Italy, has 
a display of rich silk and brocade hangings gracefully draped 
in its booth. 

The Japan Trading Company, of Osyka, has a striking 
exhibit, these enterprising people seeming always to exert 
the utmost effort in whatever they undertake. All of the 
quaint toys, arts and novelties of that nation are displayed. 
This company has an attendant in charge of the display 
and expects to establish in New Orleans a bonded ware- 
house of goods, using the space at the exhibition for 2 
salesroom and show window. 

The governments of Honduras and Guatemala have ex- 
hibits of their raw and fabricated products and several other 
governments in Latin America are preparing exhibitions. 

Since the opening of the exhibition about 350,000 persons 
have visited it from many nations. A gratifying number of 
sales has been reported by several exhibitors. 





NORMAN BEGINS MANUFACTURE OF SPECIALTY 

William S. Norman, advertising and display manager for 
the Froug Store, Pine Bluff, Ark., resigned his position on 
October 1 to become president of the Kwik-Steps Co., which 
is to manufacture a display accessory invented by Mr. Nor- 
man. This is a series of steps so arranged that a mass of 
goods may be elevated, arranged symmetrically, and installed 
at high speed. 


LEVY JOINS KLEE SALES FORCE 
B. B. Levy has joined the sales staff of the Klee Display 
Fixture Co., Inc., Rochester, N. Y. He will cover the Ohio 
territory, with headquarters at 11905 Oakview Avenue, Cleve- 
land, Ohio. 








Beatrice, Neb., newspapers reflected community interest 
in a window display installed by Dale Herndon, display man- 
ager for the Fair Store, with a half-column of comment. 
Mr. Herndon’s training in Chicago and Cincinnati stores 
and his ability as an artist and cartoonist were cited. 
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How They Staged the Fall Shows 


Glint and Glamor of Fabrics and Gems Blend With Tuneful 
Music and Promenades of Live Models in Autumn Openings 


ITH the advent of Autumn came an out- 
burst of Fall Openings arranged in many 
instances through the joint efforts of local 
merchants, in some sponsored by the dis- 
play clubs and in many more the celebra- 

tions of individual stores. So wide spread were these 
and so diversified their character and distribution that 
it is impossible to attempt a thorough review. It is 
significant of the high regard in which windows are 
held throughout the United States that practically every 
state in the Union joined in the procession. 

As a means of illustrating the characteristics of the 
average show rather than the pageantry of the larger 
cities reports on a number of widely scattered towns 
are presented the most populous. being Waterbury, 
Conn., and Canton, Ohio. Celebrations in stores in 
such centers as Birmingham and Baltimore show the 
resourcefulness and the keen understanding of com- 
munal interest which the larger stores possess. 

Waterbury, Conn.—“Myraids of bright lights displaying 
millions of dollars worth-of multi-colored brocades, costly 
gowns, and fortunes in jewelry and sundry merchandise en- 
gulfed Waterbury in a riot of gaiety and color on the evening 
of October 21, at the official opening: of Fall displays by 
Waterbury merchants,” says a report forwarded by A. J. 
Harris, display manager for the Howland-Hughes Co., whose 
displays were arhong the most successful. ‘‘Traffic was ser- 
iously interrupted and extra details of police called out to 
handle the crowds of curious souvenir-seekers that jammed 
about our store, and those of Hadley’s, Hampson, Mintie & 
Abbott’s, and numerous others. 

Display Manager Soloman, of the Bedford Silk House, 
had a choice showing of metallic brocades in an elaborate 
range of shades. Thousands stormed our store to witness 
the display of fall apparel by live models. The latter were 
picked with great care, the sixteen girls all being able to 
‘wear clothes.’ Our chief window displays featured gold 
and silver brocades draped from huge artists easels so that 
they gave the affect of dripping paint. 

“Two huge mannequin dolls draped in Spanish shawls 


gave a colorful appearance to the windows of Sugenheimer 
Bros. The Main Street Silk shop had an attractively ar- 
ranged artist’s studio with figures draped in imported metal 
brocades and brocaded chiffon.” 





Co., Ogden, Utah 


The prize winning display was arranged conservatively 
But with perfect taste. Lighting effects were designed to 
bring out to their full effect the shades and design of each 
product of exhibition. 

In keeping with the new order on how the well furnished 
home should look, the Metropolitan Furniture Company, Inc., 
of 27-29 Center Street and 156 Grant Street, arranged their 
huge windows to represent model parlors, dining and living 
rooms. Window hangings were of rose, blue and tan. A 
Spanish galleon model was in the background. Lamps cor- 
respondede with the general harmony of the color scheme. 

An orchestra entertained the thousands who visited the 
Albert Furniture Company, Inc., at 264-274 South Main 
Street. The interior of the store has been altered and re- 
decorated in bronze and gray etchings. An antique walnut 
bedroom set of Spanish design’ was tastefully displayed in 
one of the windows. An imported Italian bedspread added 
to the general attractiveness of the display. The second 
window was laid out as a dining room. The third window, 
one of the features of the concern’s exhibits, was a living 
room of Brigand Spanish furniture, topped with Spanish 
leather. 

At the jewelry store of M. A. Green, 73 Grand Street, a 
$150,000 display of gems from the vaults of a Broadway 





Fred Vilt’s Fall Opening Window for W. A. Smith Co., Chanute, Kansas, Proves the Possibilities for Small Town Displaymen 
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jeweler of international reputation was shown in the windows, 
guarded by two policemen. The display drew large crowds. 

Beautiful evening gowns, whose color harmonized with the 
rest of a sparkling display enabled the Forester Company, 
Inc., 103 West Main Street, to win the prize for display of 
ladies’ wear. 

Canton, Ohio.—“There is, and always has been, very keen 
rivalry in regard to displays for our exposition of Fall fash- 
ions,” says Ralph W. Shea, display manager for the Stern 
and Mann Co. “The Canton Merchants Association called 
a meeting of all display managers and explained that they 
wanted this Fall opening to be the best and biggest ever, and 
as a special inducement offered the following prizes, the prize 
in each class being a silver loving cup, each cup being dif- 
ferent: (1) For the most artistic window—the winner of 
which was the writer, of Stern & Mann Co.; (2) for the most 
original, won by E. Metzger of Wm. Zollinger Co,; (3) for 
the best selling appeal, won by R. Smith of the Stark Dry 
Goods Co. 

“Department stores and ready-to-wear houses were not the 
only ones considered, as every drug, jewelry and hardware 
shop, etc., had its windows decorated, and some of them were 
really beautiful. The judges had a very difficult job on their 
hands, but in the end, I believe, gave the awards to the right 
parties.” 

Ogden, Utah.—Ogden’s first annual Fall fashion show was 
held September 24, and was a pronounced success according 
to Herbert S. Seager, display manager for the Fred M. Nye 
Co., Ogden, clothiers. 

“The show had the support of merchants in all lines of 
business, who, since the event in mention have organized, and 
contemplate having at least four such shows each year,” says 
Mr. Seager. ‘About noon on the day of the show, all the 
windows in the business district were covered and were 
then decorated or received the finishing touches for the 
show. The lights were all turned out, the street lights were 
also cut off, and, as evening approached, the town was in 
complete darkness. 

“At about 7:30 p. m. the streets were lined with people 
curious to see the show. Promptly at 8 o'clock all lights, in- 
cluding ‘street lights were turned on, the covers were drawn 
and the show was on. 

“Live models were used by many of the dry goods and 
department stores and by a few men’s shops. Several of 
the department stores using second 
story windows for their purpose 
to splendid advantage. The deco- 
ratiens used in general were natu- 
ral autumn foliage gathered from 
the mountains and very beautiful 
at this season. 

“T regret very much that no 
photos were taken of any of the 
windows. 

“At the present writing no defi- 
nite plans have been arranged for 
future events, but think there will 
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Fall Opening Windows Produced by Willard Bergy, Schroder Bros., Battle Creek, Mich.—Entire Background Covered With 
Gold Sateen; Arches Made of Wallboard and in Gray; Green Burlap Floor Settings to Represent Spanish Garden Wall 


Superior, Wis.—“‘Our local newspaper took the initiative 
in arranging the fall opening recently held by Superior mer- 
chants,” says E. L. Moran, president of Morans, Inc., whose 
display manager is E. J. Murray. “The windows of the stores 
were: covered during the day, and all were opened to the 
public view at 7:30 p. m. In spite of the threatening weather 
the streets were crowded throughout the evening. A band 
hired by thé newspaper and the merchants together added to 
the carnival spirit. 

“Our windows were especially attractive for this event, 
and we regret that we have no photographs of them to send 
you. Our most interesting display was a window of infant’s 
goods, in which we featured about fifty baby photographs of 
prominent business men of the city. This was not an original 
idea with us, but it certainly was a great attention getter.” 

Balttmore—“The setting for the show was a dinner party,” 
says Joseph L. Wernig, display manager for the Bernheimer- 
Leader Stores, Inc., in speaking of their recent Style Review, 
“It opened with a couple sitting in front of a fire place in a 
handsomely furnished living room. The wife asks the hus- 
band how he likes her new gown. He is delighted and she 
tells him that she has bought it at the Bernheimer-Leader 
Store. An auto horn sounds and a party of guests arrive 
paving the way for showing the many new styles in women’s, 
men’s and boys and missess’ apparel for this season of 1926. 

“Our windows conveyed the same idea. One feature win- 
dow which has an Italian marble floor was arranged as a 
reception room, the doorway handsomely draped in plush 
with rugs to match the colors of the gowns worn by the wax 
figures, and gorgeous furniture making a wonderful reception 
room. ‘The other windows displayed wraps, shawls, and other 
wearing apparel in keeping with the display. We kept open 
one evening—open house with no merchandise on sale.” 

Birmingham—Of Caheen Bros. recent show, Henry J. 
Isaacson, sales promotion manager, writes, “The first showing 
was a display of lingerie and negligees on the third floor with 
models from a local vaudeville show. All display tables were 
cleared from the floor, a platform was constructed and seat- 
ing accomodations were provided for about 500 people. We 
used eight models and each model appeared four time which 
gave us a chance to make a very representative showing of 
our stock. To avoid adverse criticism the floor was carefully 
curtained and the orchestra was concealed; no men were per- 
mitted to view the display. A capacity crowd attended and 
immediately after the show several 
substantial sales were noted in the 
underwear department. 

“Two performances were given 
the following day, showing ready- 
to-wear, millinery and costume ac- 
cessories. The promenades started 
at 3:00 and 8:30 p. m. and there 
were large crowds present at each 
of these showings. 

“Newspaper announcements as 
well as direct by mail invitations 
were used to advise the public of 


be one arranged for about Decem- - Fal] Opening Window by Henry Goering, Magnin Co., these events, and we were well 


ber Ist, this year.” 





San Francisco, Cal. 


pleased with the response.” 
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"™ New Superlighting Convenience 


Peculiar Needs of Portland Windows Cause the Installation of a 
Device That Brings the Lamp to the Goods 


By RICHARD L. BROWN 
Director of Publicity, Curtis Lighting, Inc., Chicago, Ill. 


7N the,last two years the advance and enthusi- 
astic adoption of show window “superlighting” 


Its practicability and excellence are now gener- 
all conceded by up-to-date merchants and dis- 
playmen. 

“Superlighting” is the provision for sufficient light in a 
show window to cause a definite contrast, by day or night, 
between the light in the window and all the surrounding light. 
Fof this, silver mirrored reflectors and -floodlights. are used. 

Such high intensity lighting has opened up’entirely new 
opportunities in show window illumination. ‘It gives to the 
merchant using .it a tremendous sales advantage over his 
neighbor-competitors during the day time because its intensity 
is sufficient to overcome unsightly street and sidewalk reflec- 
tions. “Superlighting”’ is brighter than the light outside the 
window and it successfully eliminates the annoying images 
on the plate glass panes. 

In large cities reflectors and floodlights carrying 300 to 
500-watt Jamps are in general use with “superlighting.” Here 
the light must be bright enough to provide contrast with the 
window lighting of adjacent stores besides being brighter 
than the daylight. In smaller towns the same equipment with 
300-watt lamps usually gives enough light for “superlighting.” 

New labor-saving devices and short-cuts are constantly 
being designed for the practical uses of this popular type of 
window lighting. One more progressive step in the evolution 
of window display equipment is the innovation described below. 
It has special features which make it of unusual interest to 
contractors, merchants and displaymen. 

In the show window “superlighting” installation in the 
Meier and Frank department store of Portland, Oregon, the 





has been as widespread as it has been rapid... « 


wiring channel on which the 500-watt reflectors are mounted 
is provided with a counterweighted lowering arrangement. 


.With.a minimum of effort, the equipment can be quickly 


lowered for cleaning, re-lamping, and changing of color 
frames at any time. There is never a need in the window 


~for step ladders or: chairs, with their hazards and incon- 


venience. To reach the reflectors for any reason, the display- 
man merely lowers the entire equipment to an accessible 
height as he stands in the window. 

The wiring channel is reinforced against sagging by two 
heavy steel pipes above and below the channel. + At the ends 
of both pipes are metal rings through which pass half-inch 
vertical guide rods fastened to the sides of the window. 
Besides serving to guide the lighting equipment as it is 
raised and lowered, these rings hold the channel stationary 
in the proper position when the reflectors are in use. 

The whole arrangement is suspended by chains over pul- 
leys, with the counter-weights concealed inside the plaster 
work of the columns: at each side of the window. The only 
visible mechanical equipment is the side rods and the wiring 
channel holding the reflectors. These are, of course, con- 
cealed from the eyes of the passerby by side drapes and 
deep valances. 

The counterweighted lowering arrangement is particularly 
desirable for “superlighting” equipment in high windows. 
The hanging height for the reflectors in the Meier and Frank 
windows is fourteen feet, which is an exceptional case. _The 
device accomodates windows ten or twelve feet high just as 
advantageously. 

It is interesting to note that in this installation concentrat- 
ing reflectors would ordinarily be used, since the windows are 

(Continued on page 65) 
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Left, Superlighting Reflectors Installed in the Windows of Meier & Frank Department’Store, at Portland, Oregon; 
Right, Unique Hanging Arrangement for the Big Superlighting Reflectors 
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For Every 
Window-Lighting Need! 


Shallow windows, deep windows—high 
windows, low windows—each may be cor- 
rectly illuminated with scientifically designed 
X-Ray Reflectors. 


The “Jack” and “Jill” reflectors at $4.50 each 
are two of the most popular units for medium size win- 
dows, while the “Queen” at $6.00 is the running mate 
of the “King” for larger windows. Do not forget the 
No. 33 FLOOD-Ray for unusual effects! 


Let X-Ray Reflectors Work for You, Mr. Displayman! 


CURTIS LIGHTING, Inc. 


1119 West Jackson Boulevard 


31 W. Forty-Sixth St. CHICAGO 3113 W. Sixth Street 
New York Los Angeles 
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Ornate Fancy Grocery and Fruit Window With Which Display Manager Eldridge Played Up Macy’s Grocery Department 


- With the New York Displaymen 


Toys and Gifts Thrust Apparel and Finery Into Background as 
Christmas Atmosphere Is Spread Over Shops 
By ANNABELLE BURDICK 
Staff Correspondent, The DISPLAY WORLD 


OYS and gift suggestions for the holiday 
season are given prominence in the window 
displays of New York’s largest department 
stores at this season, almost to the complete 
exclusion of other merchandise. 

Bedell’s, Oppenheim-Collin’s, and a few other 
stores feature wearing apparel in elaborate modes. 
Sequin and metallic cloth gowns for evening wear 
are displayed to a limited degree, as are fur coats. 
Afternoon frocks and cloth street coats are almost 
missing from-displays of the month, however. 

The windows of Stern Brothers are entirely de- 
voted to suggestions for the holiday season. Four 
of the long windows on Forty-second Street are given 
over to toys. In the first window, curtains in numer- 
ous colors are hung in the background. A curtain of 
blue is hung next a curtain of green. Orange and 
mustard are also in evidence. A toy house appears 
in the center of the window, equipped to the minutest 
detail. At the right, a large Christmas tree, attrac- 
tively trimmed, is in evidence. Beneath the tree, every 
conceivable gift to delight the heart of a child is strewn 
with studied carelessness. Motion picture cameras, 
animals, loaded stockings, Bye-lo babies, a cedar 
chest, sleds and toys of all kinds are there. A minia- 
ture ship is placed in the center foreground. 

At the left, a smaller artificial Christmas tree is placed 
toward the rear. Before this a grand piano, blocks -piled 
high, drums, a child’s trunk, and other toys are placed. The 
window has all the atmosphere of Christmas morn. 

In a window similarly curtained with tiers of dolls, ani- 
mals of variou skinds make an attractive parade. A huge 
bear, a camel, a dog and other animals are in the lineup. 
At the extreme right of the window, an iceberg, on which 
are seated several fur-clad dolls, adds its bit to the attrac- 
tiveness of the spectacle. 


The many-colored background appears in a third win- 
dow, where shelves arranged in tiers are used to show dolls. 


At the right is an attractive doll’s house and a “high chair” 
stands in the center. In the foreground is a procession of 
tiny floats bearing dolls in unusual costumes. 

Handkerchiefs shown before a black-velvet hanging con- 
stitute another colorful Stern display. A basket woven from 
a rainbow-hued array of handkerchiefs stands out with 
striking brightness against the sombre background sharing 
attention with two Grecian urns, placed’ opposite and covered 
with large handkerchiefs. A wheel made of the featured 
wares appears in the center and three tiny figures similarly 
produced are posed at even intervals. Here and there dainty 
single handkerchiefs contribute color to the picture. 

The same originality which is revealed in the foregoing 
is visible in a showing of jewelry, in which a slver tree 
stands out luminously against black hangings. At the front, 
a large velvet oval stand is shown with diamond necklaces, 
pearls, and other gems. At both sides of the window, blue 
lacquer tables, holding other jewels, are placed. 

A window card announcing “Europe Sends Us Exquisite 
Examples of Her Artistry” appears in a gift window at 
Arnold, Constable & Co. Before a bright leather screen 
stands a carved chest and pillows of unique design and ma- 
terial are piled about it. Several are placed on stands and 
others are scattered about the floor. Dolls at right and left 
add a delicate touch to this array of silken luxuriousness. 

A draped scarf as a background wins attention to drapes 
from points on this to stands and tables placed at various 
places in the window. In the foreground, purses, gloves 
and other accessories are in evidence. In other displays 
they feature evening apparel with “The Sequin Gown” ap- 
pearing in the leading role. 

Farther along Fifth Avenue, Russek’s feature fur coats 
in brown, and Stewart & Co., “Select Things That Will Solve 
Part of One’s Gift Problem.” Best & Co. windows are 
among the few that feature wearing apparel. One window 
is devoted to dresses in orange of various shades for small 
girls. Another is given over to fur coats, and the long win- 
dow on the right is used to display evening apparel. 

Altman’s have their usual attractive displays. On Thirty- 
fifth Street, toys are shown. On Fifth Avenue, Mr. Franken- 
thal and his staff are showing rare old fabrics, Lowestoft 
china and pottery figures as suggestions for Christmas gifts. 
Large tapestries are used as backgrounds for these objects. 

(Continued on page 76) 
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Weave a Plot Around Your Wares 
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Hats Are Simply Millinery But Spanish Sailors Can Be Endowed 
With the Romance of Old Spain Which Your Public Craves 


By CHARLES L. FRANCOVICH 
Display Manager, Wolf & Dessauer, Fort Wayne, Ind. 


© ERCHANDISE after all is the thing that 

the buying public wants, and to display 
this to best advantage is what the “boss” 
wants. The consumer’s interest is the 
thing we are after and in each locality the 
displayman must work out a scheme which will accord 
with the policy of his firm. But there are a few gen- 
eral principles which govern and these seem to bring 
success without regard to location. 

It is the use which the article that is shown serves, 
the pride which’ it stimulates, or the safety which it 
yields that makes it desirable... When these features 
can be impressed upon the hosts of passers who swing 
by a store with good location the effect of the display’s 
message is much more apparent and the displayman’s 
prestige is most pronounced. 

When Raquel Meller began to hold the public’s at- 
tention there was an outburst of enthusiasm for Spanish 
apparel, and it has not yet subsided. But the noted 
dancer did not extend her activities far beyond the 
seaboard and in the interior the fad for Spanish garb 
required considerable prompting. About this time we 
received a shipment of Spanish sailors—hats modeled 
upon the lines of the picturesque headgear which is 
traditionally associated with the senoritas of old An- 
dalusia. They were beauties and sufficiently attractive 
to wind the approval of the fair sex of Fort Wayne 
even if denied the support of the atmosphere of their 
homeland. 








EXAMPLES OF COORDINATION BETWEEN WINDOW AND INTERIOR DISPLAYS—In these photos Mr. Franco- 





A Cut-out of Raquel Meller-Lends Interest to This Millinery 


But we thought the opportunity for more forceful 
promotion of this millinery too pleasing to overlook, 
and so we designed a cut-out of the famous dancer in 
a characteristic pose, descending a short flight of stairs 
that lead down from among long flowing hangings. 
From one shoulder we suspended a colorful drape while 
from her extended hand fell a trailing fabric of fine 
laces. 

The result was an atmosphere of romance for the 
millinery that imputed quality and provoked human 
interest of a degree which no simple display could have 
aroused. 

The gorgeous colors of cretonne lend themselves 
naturally to effective showings of these fabrics and we 
have used them and obtained from them the full worth 

(Continued on page 53) 


vich shows how windows and special advertising stunts can be linked. Top left is a “Pied Piper” shoe display; top right, street 


demonstration which backed it up; lower left is toilet goods window which supported the exposition shown in the lower right. 
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The Flaws in the Window Contest 


A Display Manager Who Has Won a Large N umber of Prizes in 
These Events Points Out.a Few Weak Spots 


By WESLEY BARTIKOSKI 
Display Manager, First Street Department Store, Duluth, Minn. 


HEN Joseph Marshall questioned the fair- 

ness of display contests in the October 

DISPLAY WORLD he disclosed a cour- 

age that merits commendation. I take 

great pleasure in congratulating him on 

having the backbone to come out and say what he 

thinks. Personally, I agree with him on more points 

than one. It really makes us feel like the displayman 

is still an infant the way some of these contests are 

handled. Of course, it is true that if you “don’t like 

it ‘you can stay out,” but we are all born with a certain 

amount of gambling instinct and like to “take a chance,” 

yet when the fellow “across the table” keeps “holding 

four aces all the time,” it’s about time to “look inside 
his sleeve.” 

I believe that all the “boys” like these contests and 
are willing to go into them, providing they all have an 
equal chance at the awards. With a few changes in 
the plan of administration commonly employed, much 
more interest can be developed, much more confidence 
assured, and much greater effort guaranteed on the 
part of the displayman. The manufacturer and national 
advertiser will gain correspondingly through the greater 
publicity for this product and the more definite support 
derivable from genuine cooperation. My recommenda- 
tions for betterment of window contests cover five 
points. 


First :1 believe that every contest should be judged 
by three professional displaymen who are wholly dis- 
interested. Why should the judges consist of men who 
would “feel lost’ inside of a window? I wonder if a 
displayman was ever appointed to pass upon an ad- 
vertising layout or a model of machinery. No? Then 
why should men equally handicapped in display experi- 
ence pass upon the character of our work ? 

Second: Cities should be classified more evenly. 
When all the towns over 25,000, for instance are 
lumped together, the windowmen in the smaller places 
are pitted against all but impossible odds. Even when 
the limitations move up to 50,000 or 100,000 the handi- 
cap is huge for the resources of the display department 
in the stores of yet larger cities are infinitely greater. 
If. the advertiser wishes to “work” the larger cities 
only, there is.no good reason for dangling tempting 
prizes in front of, and, yet beyond the reach of the 
small city displayman. 

Third: All photographs should be numbered and 
cleared of identification marks. Favoritism and charges 
of favoritism can be best combatted through this ar- 
rangement. 

Fourth: Allowance of points on sales needs very 
careful consideration. Elimination is the most feasible 
means of preventing subterfuge and deceit for here is 
where the “four aces” come in‘ most of the time. The 


average merchant does not give a “whoop” for the 
window contest, and, in most cases, you have to beg 
him to give you a window for a few days. The wide- 
awake dealer, however, is keenly interested in its pos- 
sibilities and wants to take advantage of the big maga- 
zine campaigns that usually back it up. He takes these 
nationally advertised products, cuts the price to the 
bone, and makes leaders of ‘em for a campaign of 
his.own. 

Naturally a product that is well known and offered 
at bottom prices, sells, and if the displayman in this 
type of store has installed a window, he usually comes 
out ahead on sales points. For this reason I say, “Cut 
it out—judge the window solely on its display merits.”’ 

Fifth: All awards should be mailed to the display- 
man. He is the man who is responsible for the window, 
who puts his time and as a rule his own money into 
the project. He is often the inspirer and promoter 
of the local display. He opens the way for the showing 
and does the missionary work to convince his execu- 
tives that it will be profitable. He is worthy of his 
“hire.” 

As I said before, if we displaymen don’t like the 
rules which the advertiser hands down, we can “stay 
out.” However, I believe that he appreciates our co- 
operation and wants to derive all benefits possible from 
our suggestions. By an exchange of ideas, we can 
clear the atmosphere and prevent ill feeling while bol- 
stering the principle of the “square deal.” 

If recent protests receive attention and the adver- 
tiser gives enough consideration to contest rules to pre- 
vent further misunderstanding and “hard-feeling,” he 
can use this publicity device successfully and with the 
full assistance of the display profession. If the rules 
are not changed, I am afraid that the contest is des- 
tined to fall into disfavor among windowmen. 





TO KEEP WINDOWS FREE OF FROST 

To keep your windows free from frost, the best method is 
to arrange for vents from the outside, so that cold air can be 
conducted through into the window, thus equalizing the tem- 
perature without and within. The condensing of the mois- 
ture on cold glass results in the steam and the consequent 
frost. Less satisfactory methods are rubbing the windows 
with a solution of glycerine or the employment of enough 
electric fans to bring down the temperature on the inside to 
that on the exterior. 





CLIMBING UP IN UTILITY DISPLAY FIELD 
An apprenticeship as manager of display for the Oneida, 
N. Y., office of the Adirondack Power and Light Corporation 
has been attended with so much success for Robert M. Angell 
that his employers have decided to give him greater oppor- 
tunity for development. From supervision of the display 
windows of two sales rooms in as many cities, he has been 
advanced to overseer of a group of twenty. Working out of 
the main office at Schenectady, he will plan and furnish 

window trims and advertising copy for the entire group. 
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This attractive display of Christmas toys by 
H. Herpolsheimer Co., Lincoln, Neb., was given 
added beauty by the background of ‘Sol’ Fabric. 


“Sol” beauty 
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wearing qual- 
ity are a com- 
bination that 
appeals to 
display men 
ever ywhere. 
Read this 
letter. 
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“SOL” Fabrics 


Versatile in Display 
Staple in Performance 


OR the most elaborate set his imagination 

can visualize, or for the simplest display- 
stand drape, luxurious “Sol” Fabric in a wide 
range of plain and beautifully designed effects 
wins the approval of the display manager. 


In 36 guaranteed fast colors, imported “Sol” Fabrics 
are looméd and dyed. b¥*England’s ablest weavers. A 
house renowned for the excellence of its fabrics for 
over one hundred years. If, for any reason whatever, 
“Sol” Fabric fades, we will replace not only the ma- 
terial, but refund all actual labor costs as well. 

We wish to emphasize our prompt service in delivery. 
A complete stock of every color and width insures our 
customers immediate shipments. Your satisfaction is 
our greatest concern. 


Samples and Color Chart upon request 


S. M. HEXTER & CO. 


Sole Owners 


CLEVELAND, OHIO 
New York Office: 1140 Broadway 
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Eau Claire Openings Finely Handled 


Joint Effort of Merchants and Displaymen Insured Through the 
Efforts of the Commercial Club Which Supervises 


| By H. L. WEISER 
Advertising-Display. Manager, The Kepler Co., Eau Claire, Wis. 


OMMUNITY openings have become a habit 
in Eau Claire. Each season elaborate 
plans are made far in advance to make the 
event a success. At a special meeting of 
all merchants, dates are set, plans made, 

amusements provided for—in fact, all details taken care 
of under the direction of the Civic and Commerce Asso- 
ciation. 

~ The 1926 Autumn Opening and Style Show was 
held September 22, and Eau Claire merchants and dis- 
playmen did themselves proud. An Indian chief in full 
regalia, a dancer who “tripped the light fantastic” in 
both display window and an interior stage, orchestras, 
the newest silver and bronze display figures and copious 
quantities of foliage and decoratives enhanced the dis- 
playman’s art. Three days before the show large page 
ads appeared in our local newspapers announcing the 
event and giving those living in the small towns and 
rural districts nearby ample time to make plams to at- 


tend. These ads were prepared by local Civie‘and Com= 


merce Association with the aid of local advertising tien. 

All display windows were veiled up while the dis- 
plays were being placed and promptly at 7:30 o’clock 
that evening the band began to play and all shades were 
raised revealing beautiful windows of all that was new 
and desirable. 

At Kepler’s we had for a special attraction a full-blooded 
Indian chief in full tribal regalia in the hosiery department 


— - 5 Be 


MR. WEISER’S DISPLAYS FOR T 





HE EAU CLAIRE OPENNG—Above, Linens Shown Against a Caenstone Background 


advertising Arrowhead hose. An orchestra on the second 
floor gave a holiday atmosphere to the event. 

Great crowds attended this opening and at all times our 
store aisles were crowded to greet the store proprietors and 
officials and to chat.with salespeople. All sales merchandise 
was put away and artistic trims with flowers, lamps and color- 
ful fabrics were in evidence in every department. 

That this opening was a success was demonstrated by the 
huge crowds out the evening of the opening and by the large 
quantiy of merchandise that was taken from our display win- 
dows and sold the day following. In fact, one of our windows 
was so completely “sold out” that we did not dare to photo- 
graph it. 

A. H. Butterfield of the Continental used four models in 
the Gibson street window, which held a large crowd all eve- 
ning. The Barstow street window was one of the finest in 
the city. 

Campen’s enlivened things with an orchestra, living models 
showing men’s and boys’ clothing, and a solo dancer, Miss 
Lorraine Shirley, who danced on an elevated platform in 
the store and also in the north display window. 

In the windows of the Fashion were displayed two new type 
mannequins, one a gilt figure and the other a silver figure, 
clothed in dainty dresses. Huge baskets of flowers blended 
with the colorings of the garments displayed. Inside the 
floral display was also carried out with many garments of 
the season displayed. 

Coats, dresses and millinery were shown in the windows of 
Harder’s with the fall touch added by baskets of flowers and: 
autumn leaves. The autumn decorations were also used in 
the store, as a background for the displays of the season’s 
new garments. 


(Continued on page 65) 





and Antique Gold Grills; the Decorations are Japanese Almond Trees; Below, Silk Drapes Shown Against Same Background 
Set Off by Highly Colored Plaques 
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THE ADLER-JONES CO. 
649 S. Wells Street 


Artificial Flowers—Decorations 


BOTANICAL DECORATING CO. 
319-27 W. Van Buren Avenue 


Artistic Decorations & Artificial Flowers 


ai CHICAGO CARD BOARD CO. 
666 Washington Blvd. 


Art Poster Card and Mat Board 


CURTIS LIGHTING, INC. 
1119 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 


DAVENPORT-TAYLOR MFG. CO. 
412 Orleans Street 


Bronze Tablets and Changeable Signs 


THE HECHT FIXTURE CO. 
Main Floor Medinah Bldg., Wells and Jackson 


Everything in Display Fixtures 


ia a! f — <p 
: | y 03 ay 


<a ecorations 


it 
T 
Chicago affords the most complete Display Equipment and Decoration Market in the 
THE e4 ' World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 
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INTERNATIONAL REGISTER CO. 
13 South Throop Street 
“CUTAWL” Decorative Cutter 





THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 


Air Brushes and Accessories 


THE SPANJER-JANES CO. 
1160 Chatham Court 


Distinctive Display Decorations 


REFLECTOR & ILLUMINATING CO. 
1417 West Jackson Blvd. 


Lighting Equipment for Show Windows 


SCHACK ARTIFICIAL FLOWER CO. 
134-140 North Robey Street 


Window and Interior Decorations 





SILVESTRI ART MFG. CO., INC. 
1035 Orleans Street 


Bakard Compo Display Creations 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Write for Catalogues! 









Copyright, 1924, by The Display Publishing Co. 
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The Shelf as a Show Window Aid 


Its Popularity in Modern Building and Home Furnishing Suggests 
Its Adaptability to Display Purposes 


By J. W. EMERSON 
Display Specialist, Chicago, Ill. 


ODAY shelves are quite the thing in interior 
decorating. First we have the popular 
open stack shelves to be found in every 
library or living room. Most of these are 
imbedded in the wall. 

Next we have the comparatively new item of furni- 
ture called the pier book case. This is a very narrow 
case from five to six feet tall and from one foot to two 
feet wide. This is generally finished in colored lacquers. 

A set of open shelves mounted on legs and with 
apron border at the top and sometimes at the side of 
the shelves is now much in vogue as a china or glass 
cabinet in the dining room. 

A smaller piece of furniture to be found in all gift 
shops is the hanging shelves that come in great variety 
of shapes and sizes from the tall narrow “Jacob Lad- 
ders” to the triangular graduated type called “Dutch 
Shelves.” Finished in “bright colored paints and dec- 
orated with hand-painted flowers these shelves are used 
to hold bric-a-brac as well as books. 


We could treat quite exhaustively on this renewed 
interest in the, use of shelves as a decorative and prac- 
tical piece of furniture but feel that by this time you 
are aware of its importance in the present day decora- 
tive world. 

The popularity of shelves in decorative art suggests 
their adaptability to window display. 

You say, yes, but shelves are certainly not new in 
the show window. This is true only.in the sense that 

















Fig. 2. Shelves Built Into or Adapted to the Window 


they are generally used as a single shelf on top of a 
pedestal or as several shelves supported on pedestals 
and are mostly of glass. They have always been in- 
conspicuous and not decorative. 

Our thought is that you can now use all of these 
various types of highly decorative book or bric-a-brac 
cases or shelves as fixtures in the show window and at 
the same time let them serve as your dominating dec- 
orations. 

In order that you can visualize what we niean we 
refer you to our drawing Fig. 1. Here we show the 


use of painted furniture as the sole decoration of the 
window and as the principal .fixtures. 

In the center of the window is a wall console or 
table and about it a wall mirror. This console can be 
used as a display fixture. 




















Fig. 1. How Book and Bric-a-Brac Cases Can Be Used 


This central group is flanked at either side by sets 
of floor shelves of unique design. On top of the shelves 
are matched lamps. 

An interesting color scheme would be to have mir- 
ror, console and outsides of the book case all one color 


_and the inside of the book case another color. 


The really intriguing use of shelves in the show 


‘ window will be found in the designing of special shelf 


{ 


units that are practical for the display of merchandise 
and that are decorative, yet are not pieces of furniture. 
This gives you something strikingly original. 

In Fig. 2 we show such a use for shelves. The cor- 
ner shelves are an adaptation of the old corner what- 
not and the center shelves are an adaptation of the 
hanging wall shelves. 

This is merely given-as a suggestion and your own 
ingenuity will support a multitude of other equally as 
pleasing compositions. 


You will find that this use of decorative shelves will 
be practica for the showing of a great many lines of 
merchandise such as shoes, drugs, gifts, toys, leather 
goods, jewelry, china and glass ware, ribbons, notions, 
novelties, art wares, boxed goods and package goods 
of all kinds. 





ARMISTICE DAY WINDOW CONTEST 


Repreduction of the tomb of the “Unknown Soldier” in 
the windows of the Boylan-Pearce Co., Raleigh, N. C., on 
Armistice Day, November 11, won for Louis Sitner, display 
manager, the first prize in a contest initiated by the Raleigh 
Post of the American Legion. Five firms were participants 
in the window commemoration of the anniversary, although 
but four were entered in the contest. The judges gave the 


. first prize to the Boylan-Pearce Co., second to the Boon Iseley 


Co., and honorable mention to J. J. Fallon, whose window 
was not involved in the competition. Mr. Sitner’s display 
was an elaborate affair, showing the “Unknown’s” tomb 
against a background of poppies and crosses “row on row.” 
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“Me.” Did Not Stand Still 


The man who stood still. You pass him on the street every day. You see him 


behind the counter. Day after day he follows the same groove. 


In good health and 


in bad, he goes to work. Growing older and older, he sees ahead no relief from 
ceaseless toil. There is no opportunity for him to cease for a single day the ever- 





























The Rankin Dry Goods Co., Santa Ana, Cal. 


Mr. Robert W. McKnight, with the Rankin Dry 
Goods Co. of Santa Ana, Cal., is a Koester graduate 
who has done such distinctive work in California 
that he now has an enviable national reputation. 
Not only is the technique of his work very finished 
but he has the happy faculty of injecting a great 
deal of originality in everything he does. Read 
what “Mac” has to say about the Koester School. 








Robert W. Mc- 
Knight dressed as a 
perfect lady for one 
of the store parties. 
He says, “Me for the 
movies next.” 





An interior exhibit of bathing suits that made a big hit. 
Was illustrated in all leading trade papers. 


The Koester School, Chicago, Ill. 
Messrs: 





Before and after my _ course 
taken at The Koester School I 
met many window trimmers from 
United States, Canada and Aus- 
tralia and they all agree with me 
that your course of instruction is 
the finest in the world and that 
it has been the greatest influence 
of any towards improving the win- 
dow trimming work of the western 
world until it is far superior to 
anything in Europe. 

With best wishes from a Koester 
Booster, 








wenn 


Tam yours truly, One of McKnight’s elaborate settings f , of th 
4 s se ngs for one o e 
R. W. McNIGHT. . store style shows. 


lasting “humdrum” that he has known so long. He is the man who stood still. 


You don’t want to stay back 
.of the counter all your life. 
You want to become a display 
manager and advertising man. 
With this experience back of 
you, you are ready to manage 
or own a store or direct the 
merchandising policy of a job- 
ber or manufacturer. 

The. only way that you or 
any other man can keep from 
standing still is to study— 
study your chosen work. 

You have the chance now to 
get, this necessary training at 
the oldest and largest school 
of its kind in the world. 


You Cannot Afford to Be 
the Man Who Stood Still 


Among the thousands of boys 
who have been stepping up 
after their graduation is Robert 
W. McKnight, display manager 
for the Rankin Dry Goods 
Company of Santa Ana, Cali- 
fornia, one of the best known 
stores in the state of Cali- 
fornia. 

Mr. McKnight is one of the 
well known display men of 
America, having won a great 
number of prizes in national 
contests and he has had his 
work pictured extensively in 
the leading display and mer- 
chandising publications of this 
country. He has staged many 
very original fashion shows, 
and interior store exhibits that 
have been copied throughout 
the country. 

“The man who stood still’ 
is a nice way of saying “The 
man who failed.” 











To be successful you must keep moving up the ladder. Your first 
step and your most solid foundation is the study of your work— 
and this is obtainable at The Koester School. 


Our New Catalogue Is Now Ready 


A Letter from a Month Old 
Graduate 
September 13, 1926. 
The Koester School, 
Chicago, Ill. 
Dear Friends: 

Just a month ago I finished the 
entire course at the school and 
lett immediately for my position 
here. 

I like my work very much and 
am getting along fine. I find that 
my studies at the school enable 
me to learn something every day 
in the development of my work. 

I want to express my apprecia- 
tion to the entire faculty for what 
they have done for me. 

I sure will boost The Koester 
School. 

Yours very truly 
(Signed) Lowell Sheldon, Display 
Mgr. Yetter’s Big Store, 
Iowa City, Iowa. 














THE KOESTER SCHOOL “anescorai* 
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Lexington Blends All Display Shows 


Kentucky Trade Center Merges Time-Honored Trade Events Backed 
by Window Displays Into One Crowning Celebration 


By ED WILDER 


Secretary, Lexington Board of Commerce, Lexington, Ky. 


LENDING a style show, an automobile 

. Show, a display window exposition, a 

formal spring or fall opening and several 

other events into a retail promotion pro- 

gram covering a week has proved a tre- 

mendous drawing card for more than two hundred Lex- 

ington (Ky.) merchants cooperating through their 

commercial organization. The two events. staged this 

year, the Spring Style Show and the Fall Fashion Fes- 

tival, were put on for the first time, and proved so 

successful that they will be repeated, with modifications, 
in the 1927 program. 

The members of the retail committee of the Lexing- 
ton Board of Commerce feel that they have hit upon a 
combination of events which, though neither new nor 
original as units, collectively seem to have peculiar quali- 
ties for attracting and interesting the many classes who 
go to make up the buying public. Not only did the two 
events draw crowds of local people down town, but it 
has been found that hundreds of visitors came from all 
over eastern and central Kentucky. This was particu- 
larly satisfying, since Lexington is striving at all times 
to broaden its retail trade territory. Both the Spring 
Style Show and the Fall Fashion Festival, staged 
under most unfavorable weather conditions, attracted 
thousands of persons during the week. On Tuesday 
night, when open house was held in the downtown 
stores, both in the spring and fall, crowds estimated 
at more than ten thousand persons were present. One 
merchant who made a check at his door counted 
thirty-six hundred and some odd persons who entered. 
Each of the six days of both weeks attracted their 
full quotas of visitors and townspeople, and the 
events are considered the most st:ccessful ever held. 

Reference has been made to the two events in 
spring and fall, but a general outline of one will be 
sufficient, for there was little material difference be- 
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A Fall Festival Display by C. E. Foushee, Wolf-Wile Co. 


tween them. A better show was staged in the falk, 
and, with greater experience, it is hoped that each 
succeeding event will be better than the last. : 

Although the chief object always of such projects 
is to promote retail trade, especially “buying at 
home,” the committee had in mind early buying, and 
the week of September 27-October 2 was selected. 
This was a week or ten days after the opening of the 
universities and colleges in Lexington, a_ period 
usually most satisfactory for presenting the newest 
fall merchandise there. It fell in most happily, too, 
for the automobile dealers to show 1927 model cars 
which they had received during August. 


Such a program as was arranged the committee 
felt would be of general interest to the people of 
Lexington as well as to those of the big eastern and 
central Kentucky territory, whose favor Lexington 
is rapidly gaining as a retail and wholesale trading 
point. Lexington is the metropolis, the logical mar- 
ket for the whole eastern half of the state, and is its 
geogtaphical and good roads center. Paved highways 
leave Lexington in every direction and lateral roads 
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of gravel or macadam construction tie these into a 
system which makes the Blue Grass city easily acces- 


sible to every county in central Kentucky. 

A glance at the following outline will give some idea of 
how fully the program covers all lines of merchandise with 
special emphasis on those of seasonable nature: 

Monday—Automobile show and parade of new model cars. 

Tuesday—Stores throughout the business section veiled 
during the day with unveiling at 7:30 p.m. of “The Mile of 
Beautiful Windows.” Open house and reception from 7 :30 
to 10:30 p.m. in two hundred stores. No merchandise sold. 
Orchestras, flowers, souvenirs and style prominades in many 
stores. Outdoor automobile show in roped-off portion of 
side street. Special lights, decorations and band concert 
here. 

Wednesday—Afternoon: Reception in downtown stores 
and special showing of merchandise to University of Ken- 
tucky students, men and women. Evening: Opening night 
of style shows at two largest motion picture houses with 
thirty living models, men, women and children, special music, 
decorations and settings; eighteen stores participating. No 
advance in admission price. Forty-minute style show pro- 
gram; runways into audience. Automobile show, final night. 

Thursday—Afternoon: Reception in downtown stores to 
Transylvania University students and Hamilton College stu- 
dents. Evening: Style show dinner and promenade at one 
of larger hotels; all style show models participating. Style 
shows at two motion picture houses. : 

Friday: Afternoon: Reception in downtown stores to 
Sayre College students and city’s high school students. 
Evening: Final style shows in two motion picture houses. 

Saturday—Home Improvement Day with special displays, 
exhibits and demonstrations, etc., of furniture, house fur- 
nishings, decorations, household labor-saving devices, etc. 
Special advertising used. 

The plan involves a great deal of committee work and 
effort on the part of subcommittees and individuals. The 
regular retail committee of the Board of Commerce, which 
functions throughout the year was divided into chairmen 
heading the following temporary subcommittees: Finance, 
advertising, automobile dealers, style show, window display 
and night attractions. 

Advertising for the Fall Fashion Festival was carried in 
the daily editions and a special edition of the two local 
papers and in twenty-seven county newspapers. Twenty 
thousand handbills were distributed through the city and 
interurban traction cars and the two hundred and twenty-two 
motor buses which serve eastern and central Kentucky out of 
Lexington. In addition to this, placards and posters were 
used in stores and on street and interurban cars and buses 
and one banner was used across the main business street. 
Several thousand style show programs were distributed at 
the various performances. 

One of the features of the style shows, pleasing to the 
merchants themselves, was that they had no loss through 
the soiling or perspiration of the clothing exhibited through 
excessive waiting or dressing in the theatres. The models 
dressed at the stores in many instances and only changes of 
outerwear and footwear were necessary in going from one 
theatre to another. The same models appeared at both 
theatres. 

To add to the night time gaiety of the week the decora- 
tive street lights ordinarily used for conventions and at 
Christmas time supplemented the White Way lights. Police 
officers were lenient as to traffic regulations during the 
éntire week and were of great assistance in providing park- 
ing space for out-of-town visitors. 

The Lexington Board of Commerce will be glad to supply 
additional details to anyone interested in the plan. 





NEW ROSS STORE AT LANCASTER 


The nineteenth unit of the Ross Stores opened at: Lan- 
caster, Pa., recently with three floors and basement devoted 
to the sale of a wide variety of commodities. All floors, 
with the exception of the third, will be devoted to selling, 
this being reserved for executive and employees’ rooms. 
Mahogany fixtures are used. 




















For Christmas! 


Natural Prepared Holly Wreaths 
everlasting in green, from 12 to 
36 inches in diameter, $6.00 to 
$42.00 per dozen. In silver or gold 
green bronzed, 12 to 36 inches 
diameter, $9.00 to $60.00 per 


dozen. 


Fireproofed Christmas Trees, nat- 
ural prepared, everlasting; 3 to 5 
feet, $4.00: 5 to 6 feet, $7.00; 6 
to 8 feet, $12.00. 


Write for Our Illustrated Xmas Catalog 
No. 2, of Artificial Flowers, Plants, 
Vines, Trees, etc. 


Mailed Free on Request. 


Frank Netschert, Inc. 


61 Barclay Street .New York, N. Y. 
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The Universal Language of Display 


Unusual Presentation Brings Increased Interest to the Window and 
This Is Fostered Best by Appeal to Human Emotion 


By J. A. WILSON 
Display Manager, Derry & Toms, Ltd., London, England 


(From an Address Delivered to the British Association of Displaymen’s Convention, 
at Balliol College, Oxford) 


CAN assure you how much I appreciate 
your kind invitation to this convention, 
especially being under a roof of such 
historical connections. From this college 
emanated men whose names have made 
famous this glorious’ country of ours. This college 
has been the means of a great and glorious advance- 
ment, and from it the convention is our investment 
towards our own furtherance and the advancement 
of a great and glorious calling. An organization can 
be no greater than the ambition: of its members; 
therefore, let us manifest great pride in the organi- 
zation to which we belong. Every person, every in- 
stitution, that desires to progress must retain the 
vigor of youth. To us, the best indication of progress 
is.to see an institution aged in years of service, but 
vibrant in spirit. This condition, as a rule, does not 
develop overnight; it is a slow, steady grind. 

Progress has always been more dependent on 
sureness than on speed. Steady advance on a set 
goal has beeri the way of accomplishment. Success 
has been most often on the side of perseverance. 

We, in display work, are fully aware of the fact 
that the visual appeal, as it is called, has gained great 
headway, and the masses of people are learning to 
buy on sight. It is the unusual presentation that 
counts in gaining increased interest to the merchan- 
dise in the show windows, and this is brought about 
in the most effective way by appealing direct to the 
human emotion. 

The show window now speaks a universal lan- 
guage. 

When Kipling wrote, “East Is East and West Is 
West, and Never the Twain Shall Meet,” he did not 
foresee, as perhaps Jules Verne did, the progress 
that the world would make in a quarter century. 
Space and time have, in a sense, been annihilated. The 
voyage to America and Canada that consumed up- 
ward of thirty days twenty-five years ago is now re- 
duced to a matter of but little more than five days. 
The post, no faster than steamer time, is now, in a 
case of urgency, reduced by the cable and wireless to 
instantaneous communication. East and West have 
become one. 

And in the progress made in conquering time and 
space we have for comparison window display adver- 
tising, as carried forward now, and in 1901. Old 
store fronts have been replaced with modern and 
scientifically perfect windows and entrances. Plate 
glass that was then dirty and fly-specked is now 
highly polished. Space’ that was formerly used for 
storage as much as for display is now considered the 


most valuable portion of the institution. The Arabian 
Night Tales are no more wonderful than is the re- 
cital of the advancement made by display. 

There is a sense of pride and elation in being 
identified with a profession that has so truly kept 
step with progress. And in this. progress the perfec- 
tion of display methods has been followed closely 
by the perfection of display materials. The novice 
who watches the display artisans in their windows 
marvels at the accuracy and speed with which they 
work. We truly stand amidst the greatest happen- 
ings in every walk and practice, but we are, so to 
speak, so close to the canvas that we fail to grasp 
their importance. There was a time when window 
displays were nothing more than symbols of various 
trades, the familiar red-and-white striped pole of the 
blood-letting barbers of medieval times; a huge boot 
for a cobbler’s establishment; a mammoth key for a 
locksmith; vat-like bottles of colored fluids for the 
druggist ; wooden Indians for the tobacconist. It was 
a true sign language, since the majority of the cus- 
tomers to whose eyes they were addressed could not 
read. 

It was a bold druggist who cut loose from the big 
glass bottles and began to display some of the actual 
merchandise he had for sale, but when he had taken 
this step the majority were quick to adopt his idea. 
Nevertheless, all over the country there are drug 
stores whose old-fashioned proprietors are funda- 
mentalists. A precious symbol of their craft is the 
red fluid that gleams so warmly on a winter’s night 
with a gas flame burning steadily behind it. One 
does not have to be a chemist to know that the fluid 
in the green bottle is brought to that precise shade 
by the use of copper sulphate, or that the purplish 
liquor in the stoppered glass with swollen sides is an 
aniline solution completely and disappointingly unfit 
to drink. 

The colored bottles of the druggist are a heritage 
from Italy in the days of the Borgias, when a 
chemist’s shop was regarded as the most convenient 


approach to an enemy’s death. As far as the Agar. 


Store Indian, he deserved his place of honor before 
the tobacco shops. Sir Walter Raleigh, returning to 
England with the means of obtaining pleasure from 
a weed fire, gave the Indian full credit for the dis- 


‘covery. Whoever he was who first carved a crude 


likeness of a redskin, he provided employment for 

many and many a beached sailor. man in years to 

come. The carving of wooden Indians from the 

stumps of broken masts of sailing ships, while it 
(Continued on page 47) 
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Complete with 6 
Color Screens 


$7.50 


Electric Light Not Included 
Use a 200-Watt Mazda Lamp 











Schack’s New Wonder Light 


is NOT 


Made of ALUMINUM 


THEREFORE WILL NOT CORRODE 


These lamps are made of RAYALIUM—the only metal 
used for illuminating purposes in the world that will not 
rust, corrode or tarnish. There is no breakage and will not 
burn off like glass with a mirror back. They will last a 
lifetime. Schack’s Wonder Lights are 


Guaranteed for 20 Years 


Each lamp is equipped with a shutter, 4 foot cord, 6 color screens 
and standard screw base plug that will fit any installation. 
State Whether Spot or Flood Light is Wanted. 


ORDER TODAY 


Schack Artificial Flower Co. 


Main Office & Factory 
134-140 N. Robey St. 


Downtown Salesroom 


C h ica go 63 East Adams Street 


















































~~ 








REE 





IDEAS 


Yes, free as air—but positively invaluable to folks 
interested in EVERLASTINGLY BEAUTIFUL win- 
dow signs. 


It will be a pleasure to draw upon our experience 
in this field, covering a period of 44 years, for sug- 
gestions that will assist you in the proper advertising 
of your merchandise. 


Upon request we will gladly submit ideas for cast bronze or composition metal signs, name plates, card 


holders, frames, etc—whether you need one 


or as many as one thousand. 


BRONZE BUSINESS BOOSTERS 


Newman Bronze Signs are the first choice 
of display managers and national advertisers BULLETIN BOARDS AND DIRECTORIES 


the world over. 
From pattern to packing case they receive 


same treatment at the hands of true artisans 


as the finest piece of jewelry. 
Our definite guarantee fully protects you. 


Write for our latest catalog of bronze win- 
dow signs and the free ideas for mediums that 


will boost your business. 


Representatives Wanted Everywhere 





with removable letters and either brass or 
bronze frames. Dozens of styles. 
“NEWMANCO” BRASS RAILINGS 


—built extra sturdy to weather hard knocks and 
the ravages of Time. 


the 











Display Services: Write for Discounts 


THE NEWMAN MANUFACTURING CO. 


Founded in 1882 


420 ELM ST., CINCINNATI, OHIO 


pPuevvevvwvevvewvT 
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I Found a Theme in Shakespere 


Corrupting the Great Poet's “Seven Ages of Man” Provides a 
Dramatic Background for Presentation of Furniture 


By GEORGE H. JANES 
Display Specialist, Schenectady, N. Y. 


ISUALIZE and dramatize,” say the apostle 
of window display, and by such general ad- 
vice sets the skids under many an honest 
and well-intentioned displayman. It does 
not pay to make too literal an interpreta- 

tion of these high-sounding phrases, for our employers 
continue to have a sneaking suspicion that after all 
what the public wants is merchandise, and, therefore, 
the~only real essential of the display. My comment 
overlooks the generous and whole-hearted support 
which the mass of merchants afford the enterprising 
windowman and simply presents what I have come to 
understand as the prevailing opinion. 


The assumption that unusual decorative features go 
over the public’s head is, however, open to question. 
Windows beckon from all sides and the competition 
for attention is just as keen as for sales. Certainly 
there is no more charm nor less monotony in an array 
of shoes in one trim than in another, and if there is to 
be a distinguishing feature it must be’ obtained either 
by extraordinary placement of the goods or by the in- 
troduction of striking accessories. 

One of my attempts to create unusual showings did 
neither and yet invested our furniture with an interest 
which was seldom secured. For the inspiration which 
gave me that opportunity I must give joint credit to my 








THE SEVEN AGES OF WOMAN PICTORIALIZED—Top Scene Shows Act IV and Explanatory Card; Center Left, Acts 
I and II; Center Right, Act III; Lower Left, Act V; Lower Right, Acts VI and VII. The Show Cards Carry the Whole Story. 
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wife and to no less a celebrity than Shakespere. I 
gratefully acknowledge my debt to Mrs. Janes because 
it was her interest in literature which opened my eyes to 
the possibilities in the great poet’s lines, and to the 
Bard of Avon, himself, for the matchless verse which 
provided the theme of my display. 

My wife is a greater lover of poetry than myself 
(which is saying a lot) and she had brought my atten- 
tion to the familiar quotation from “As You Like It :” 


se 


All the world’s a stage 

And all the men and women merely players. 
They have their exits and their entrances, 
And each man in his time plays many parts, 
His acts being seven ages.” 

Here was inspiration for a whole set of windows. 
I turned the idea over for quite a while and finally de- 
cided to make the I:nes applicable to women and use 
them in connection with a group of displays in which 
all of the seven ages were portrayed. 

I featured furniture, and the only additions to the 
goods shown were the wax figures in modern dress 
which served as my actresses. The only distinctive fea- 
ture was the show cards, which linked the separate 
windows into a complete story. I began with infancy, 
followed my character through the school days and then 
to the age of courtship. Early matrimony, motherhood, 
maturity and old age were depicted in sequence. 

In the side windows it was my idea to show a 
modern home setting, confining my stage effect to the 
island. The pictures on the backgrounds were all of 
old English subjects and the signs were lettered in 
Old English script. Aside from these innovations, the 
displays were of the customary sales type. 

The measure of success which we attained arose 
from the fact that our windows were built around a 
theme of universal appeal and constituted an unmistak- 
able break in the monotonous stretch of artistic through 
commonplace displays. 


FINLEY LAUNCHES NEW NASHVILLE SERVICE 

Lloyd Finley, formerly displayman for the Fairmont 
Creamery Co., of Omaha, Neb., and the National Grocer 
Co., of Detroit, has located in Nashville, Tenn., and has 
leased a large store room on Eighth Avenue, North, that 
city, where he is establishing the Finley Display Service. 
He has already started on several accounts for national ad- 
vertisers, handling the Hudnut; Squibb and Ever-Ready razor 
displays in December. Mr. Finley’s long experience prom- 
ises to be valuable in his new service, as Nashville has 
proven a fertile field for national advertised goods. 





BALTIMORE AND WASHINGTON SERVICES MERGE 
Samuel Glass, formerly connected with the Marfel Dis- 


play Service ,of Baltimore, Md., has purchased a half interest 
in the Washington Window Display Service, 1317 New York 
Avenue, Washington, D: C., and will conduct the business 
along with Maurice Kressin, who formerly conducted it in- 
dividually. Mr. Glass will personally supervise the display 
work handled by the service, and as the bookings are quite 
heavy for fall and winter, this firm seems destined to good 
success. ' 


NEW QUARTERS TAKEN BY KOCH STAFF 
Walter Koch and his Retlaw Visualizations staff have 
removed from the Metropolitan Tower, New York City, to 
20 West Fifteenth Street. Greatly increased business, par- 
ticularly in the window display field of creative ideas and 
design, compelled the change. 
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‘ “Pittsburghs”’ 


Retaii merchants realize greater profits from their show 
windows when the windows are lighted with “Pittsburgh” 
Silvered Glass Reflectors. 

Their displays receive the full*benefit of the reflected light 
—ithe. windows are conspicuously attractive, no matter what 
their competition may be—and there is economy of service 
Fecause of the reflectors staying bright. 


Write for free booklet—‘‘Show Window Lighting” 


PITTSBURGH REFLECTOR COMPANY 
304 Ross Street Pittsburgh, Pa. 


“Pittsburgh” 
REFLECTORS STAY BRIGHT 




















CHRISTMAS DISPLAYS 


We have prepared many new designs for the Christmas 
trade and cordially invite buyers to our show room 
to see products on display. 
MECHANICAL DISPLAYS A SPECIALTY. 
CHRISTMAS FLOAT PARADES 


Sketches on Your Particular Problems 
Cheerfully Furnished. 






ANIMAL FUNNY 
AND ANIMAL 
CLOWN ICICLE 
HEADS BRACKETS 
ANIMAL GROTESQUE 
PLAQUES FIGURES 
‘cane a '® FAIRY TALE 
| BACK- 
FIGURES ©@ . 
R) f GROUNDS 
ABC 
BLOCKS FIRE 
4 PLACES 
AND SANTA 
ICICLES ~ CLAUS 





Fine Arts Papier Mache Corp. 


149-153 West 24th Street New York City 
Telephone: Chelsea 8190 
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Displays that Brighten the Grocery 


Posters That Conceal Bare Walls With Radiant Advertising 
Messages Speed Western Miller to Wider Distribution 


By WILLIAM A. FERGUSON (“FERG’”’) 


Displayman, Sperry Flour Co., San Francisco, Cal. 


O have your product displayed in a promi- 
nent place is one of the objectives of every 
manufacturer whose products adorn the 
shelves of the grocery store. The shelving, 
as a rule, runs about six feet high and 

above this is wall space, blank space, ranging from six 
to eight feet in height. For several years past dec- 
orators have “dolled” up this space, using crepe paper 
decorations and printed cards. 

Grocers are always glad to have their walls dec- 
orated, appreciating the brightening effect which the 
decoration produces and the covering for cracks and 


soiled places which it insures. However, this is not 
the main reason, as there is no better place to advertise 
than right at the spot where the item is purchased. 
Competition is Keen in Getting Attention—A rain- 
bow hue of colors trademarks, of every sort and size 
and color envelop the grocer. Daily he is bombarded 


with cards and windowtrims each assortment supported 


by earnest appeals for the spotlight position in the store. 
Most of the cards and novelties are short-lived, that is, 
they do not “stay put” in their original position long. 
To offset the mazes of colors, the wall display 
must be showy enough to stand out like a sore thumb. 














Specimens of Mr. Ferguson’s Work Here Indicate the Wide Range of Copy Possible in These Boards; Note the Spanish Panel 


. 
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Color is the first essential in getting attention quickly. 
Two or three colors are plenty, when used in large 
masses, at the same time not detracting from the pic- 
tured message. Imagine a space ten feet long and four 
feet high with eight or ten cards placed on it and then 
visualize the improvement obtained by replacing them 
with a large poster occupying the same space. 

Play Ball With the Grocer—Hand-painted posters, 
each bearing a particular design or message to suit the 
store that houses it, have become the media of the dis- 
play department of th Sperry Flour Company, millers 
of the West’s most popular flour. While assured that 
the grocer is glad to get his wall space decorated. we 
never fail to let him see that he is being considered 
in planning the decorative as well as advertising poster 
for his store, and this fact puts real “kick” in his co- 
operation. Of course, every store does not have space 
sufficient to take a four by ten-foot poster, but the 
average runs in favor of this size. From Canada to 
Mexico stores have been brightened up with these 
Pabco board posters. At present the Oakland, Cal. 
wholesale grocers offer a field for illustrating the value 
of this combination poster. They boast a membership 
of approximately eighty progressive merchants. 

Using the Trade Mark—Note the trade-marks used. 
They are very effective in colors, the letters being white 
with a red background. The panel at the right is the 
dealer’s space for store “copy,” in which any picture 
or phrasing that he desired is placed. This “copy” 
helps to strengthen the value of the poster in this way. 
As the poster is flat, there is nothing to fall after a few 
months showing and, dusted off, is as fresh looking 
as when first placed. Secondly, the dealer is proud of 
the fact that he has been included in the group of insti- 
tutions advertised. 

A large market and grocery in Oakland recently 
asked to have an ad bearing on the store atmosphere 
lettered. It happens that “help” is not changed often 
and a happy family spirit prevails. Business is very 
good ; cooperation pays. Alongside of a panel showing 
a replica of the Sperry Flour sack with the legend, ‘““We 
sell only the best flour and cereals” is a poster which 
says, ““ A phone call from you will please Bessie and 
Frances—the girls that take your order. Call us by 
our first names—Jack and: Frank, the boys that fill your 
order, take pride in doing it carefully.” A short mes- 
sage with the store manager’s name signed adds another 
original touch. Mr. Parrish, owner of the store is very 
pleased with the comments he receives on the idea, en- 
tirely his own, worked out for him by our display 
department. 

Mexicans Have Their Own Ideas—Mexican stores 
in Los Angeles requested posters lettered in Spanish. 
Did they get them? Absolutely. Fifty posters with 
message alongside pictures with a Mexican atmosphere 
were placed on their walls. “No Hay Marina Para 
Tortillas La Pina,” was the legend meaning “There is 
no better flour for Tortillas than La Pina.” I spent 
six weeks to good advantage in Los Angeles painting 
these displays. 

Bakeries Offer a Field—A number of bakeries have 
asked for the same service on bakery goods. This will 
be a free service without relation to use of Sperry flour. 
Our company uses every means available to help the 
trade, distributing a special house organ to six thousand 
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bakers, sending out specialists to help them solve their 
service. The advertising department plans advertising 
aids, and in many other ways Sperry help is extended 
in a cooperative effort for improvement of the trades- 
man’s business. 





Employment Register Active 


Displaymen and Employers Alike. Greet New Service 
With Enthusiasm; Meets Long Recognized Need 





November 26th, 1926. 
The DISPLAY WORLD, 
Cincinnati, Ohio. 


Dear Sir: 
I am just in receipt of you letter advising me of the posi- 
tion og ons ccs ha wilewncn and have written them, 


giving all information possible and requesting an interview if 
they were interested in my application. 

I also received you letter about the position with 
BETA ene rly Coe in which I was not interested. 

I appreciate your interest and service in the matter and 
want to thank you for you kindness and will appreciate any as- 
sistance you may give in securing the position at....... 
wake eee eaneis if the place is to my liking and we may come to 
some agreement. 

With best regards to youself and The DISPLAY WORLD, 


I am Yours very truly, 
E 


* 











O service which The DISPLAY WORLD has yet 
attempted has been greated with such enthusiasm 
as the launching of the Employment Register. 
While but one bit of publicity has been given it, 

the interest evoked has been great enough to bring in a score 
of applications for positions and a number of requests for 
men. 

The letter which appears above illustrates the manner in 
which the service operates. The writer, a well-known Ohio 
displayman, was quick to grasp the opportunity presented, 
and, as a result of this slight effort, was put in touch with 
two worthwhile situations, one of which he found attractive. 

The DISPLAY WORLD Employment Register is devised 
to render service to displaymen and their employers for 
their mutual benefit. The register file lists the experience, 
salary rquirements and the availability of competent dis- 


‘ playmen, and suggests their names when their requirements 


tally with the offerings of employers using the register. 

This service was begun because of the frequent requests 
by stores and utility organizations for the names of avail- 
able window men, and since its installation has resulted in 
the placement of a number of high-class artists. Employers 
who seek the best men obtainable for their positions ought 
to make frequent use of the employment register in their 
selections. It is at the command of employer and employee 
alike, without charge to either party. 





TO OPEN NEW LOUISIANA CLOTHING STORE 

The H. Packman Co. will open a new clothing and shoe 
store at Lake Charles; La., and expects to make it one of 
the important units of community service. The new institu- 
tion will operate under the name of the “People’s Store.” 
The proprietors have shown their appreciation of the value 
of display by providing their displaymen with a year’s sub- 
scription to The DISPLAY WORLD. 





MEAT DEALERS STAGE DISPLAY CONTEST 

The sharp interest in window display which is being ex- 
hibited by all types of business using display windows has 
found new expression in the contest for butcher displays now 
being staged by the Detroit Meat Dealers’ Association. 





ART CLASS DECORATES STORE 
The artistic bent of Morris Black, president, The Linder 
Co., Cleveland, O., caused him to invite the class in design 
of the Cleveland School of Art to decorate the store appro- 
priately for an anniversary’ week. The class accepted the 
invitation as an opportunity for a practical demonstration 
of the value of their training. 
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A Business Goal for the Displayman 


Promotion Should Be Sought Within His Profession Which Is 
Vital to Merchandising—W hat Organization Means 


By W. Z. COY 


Asst Educational Director and Executive Board Member, 1. A.D.M., Norfo'k, Va. 


From an Address Delivered to the Sharon (Pa) Displaymen’s Association 


O be in your midst this eve- 
ning, assembled for the pur- 
pose of dedicating these 
beautiful new club head- 
quarters, is a real pleasure, 
and, incidentally, I might 

add that it is just like coming home to 
visit your fair city, as it is only some 
thirtysmiles or so from here that I spent 
my boyhood days—the little town of Sa- 
lem, Ohio—and eighteen years ago I was 
located with the G. M. McKelvey Com- 
pany, of Youngstown, Ohio, in the ca- 
pacity of display manager. However, at 
that time displaymen were classed as 
window trimmers, but by a ruling of the 
national body some years ago the name 
window trimmer was abolished and men 
engaged in mercantile displays were re- 
classified as displaymen. So by the ac- 
tion of the national body in ruling that 
the title of window trimmers was not in 
keeping with our chosen profession, I 
shall stand by my first remark—I was a 
display manager and did not know it. 
That applies to the display profession 





of these beautiful club quarters would 
never have been realized. But with’ all 
of this, you have only started to further 
th eadvancement of your chosen profes- 
sion. 

It is your duty as a local association, 
affiliated with the I. A. D. M., to co- 
operate to the fullest extent with the 
mother association in the upbuilding of 
a greater and more powerful national 
organization. I make this statement 
without fear of contradiction. The dis- 
play profession would never have heen 
developed to its hight point of value and 
efficiency had it not been through the 
organization of the national body, bring- 
ing about a closer affiliation and coopera- 
tion among men engaged in this impor- 
tant work. 

I trust that the merchants assembled 
here as guests of honor to the local body 
will not misconstrue any of my remarks 
in my strong appeal to the displaymen to 
organize, affiliate and cooperate, as I as- 
sure you that the only purpose we have 
in mind is to assist the displayman in 


somewhat asa whole. Eighteen or tweniy WwW. Z. COY becoming more efficient in his duties. 
years ago merchants as well as display- I. A. D. M. Assistant Educational The more efficient he becomes the more 
men, if you will pardon my remark, Director valuable is his service to his employer 


“didn’t know what it was all about.” But 

with the advance of time, the displayman is fast being recog- 
nized throughout the mercantile world as filling a post of 
vast importance in the growth and development of the mer- 
.cantile business, although, to be frank, allow me to state 
a displayman can only hope to get out of his chosen profes- 
sion just what he puts into it. 

A great many of the larger mereantile establishments 
no longer consider their display manager just: a man of 
imaginative and physical power, but one of the store’s most 
important executives. 

The wonderful opportunities for promotion in the mer- 
cantile business which lie at the finger-tips of a displayman 
are often cited. The posts of superintendent, assistant super- 
intendent, merchandise manager, buyer, sales manager or 
advertising manager are all supposed to be within his reach. 
With highest respect to these particular posts, I do not feel 
that it is doing justice to the display profession to point 
out the opportunities offered the displayman to study the 
mercantile business as a whole befitting himself for one of 
the executive positions mentioned. If it is conceded that 
display is the most powerful selling medium in present-day 
merchandising, I would advise that we forget the possibili- 
ties so often pointed out and confine our hopes to the pro- 
motion and development of our chosen profession. Could 
you ask for any greater possibilities for advancement when 
conceded that you and your department represent in your 
own establishment just what display means to the mercantile 
business ? 

I contend that the possibilities for the displayman are 
unlimited, if, as displaymen, we individually and collectively 
strive to promote our profession. The advancement of any 
great cause lies through organization, affiliation and coopera- 
tion. Had you gentlemen assembled here this evening not 
adopted those principles in your platform during the found- 
ing of this local association of displaymen, the dedication 


and the institution he represents. 

The primary motive of the I. A. D. M. is to further the 
advancement of the displayman through its educational and 
constructive principles toward the uplifting of the display 
profession and the promotion of better displays and better 
business. I assure you that it is very gratifying to me, in- 
deed, to see so many merchants here this evening. It de- 
notes a fine spirit of cooperation between employers and 
employes. I am sure it is very encouraging to the displaymen 
assembled here to have you in their midst, proving that you 
are interested in their endeavors and the advancement of the 
display profession. 

I am sure that you are proud of these gentlemen in the 
establishing of these beautiful club quartérs and this modern 
display window installed for demonstration and experimen- 
tal purposes in order to further the knowledge of their mem- 
bers in the art of “display selling.” I use the term “display 
selling” rather than as commonly put, “display advertising,” 
as I contend the display window must be classed as the 
stores’ most important salesman, as it is always first in 
greeting the buying public, introducing not only the com- 
modities you have for sale, but reflecting in a great measure 
the character of the store. In other words, its prime purpose 
is to “sell” the public from every angle, although results ob- 
tained by the use of the window depend largely on the mer- 
chant himself. As I before stated, the success of a display- 
man depends principally on the amount of thought, study 
and effort he puts into his chosen work. That same prin- 
ciple can be applied to the merchant—you get out of your 
windows just what you put into them The service of a com- 
petent display manager with a sufficient budget to carry on 
his important work in such a manner as to compel the atten- 
tion of the buying public is the first necessity. I wish to 
quote a recent statement made by the president of our na- 
tional body, W. L. Stensgaard, in his address at the con- 


(Continued on page 39) 


December, 1926 








Dec 











uot 





—y 


OO ms OOD = we ee BS SD 














December, 1926 





THE DISPLAY WORLD 


37 











Display by D. Loveman, Berger & Teitelbaum, Nashville, Tenn. 
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ILLUSTRATIONS ON REQUEST 
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for Better Window Displays 
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Artificial Flowers 
Artificial Fruit 
Baskets 

} Background Papers 
Borders 

Bilt-Wel Board 
Birch Bark Strips 
Card Holders 
Chenille Roping 

] Color Attachments 
Flood Lights 
Foot Lights 

'| Gélatine 

Glass. Stands 





Glass Shelves 

Glass Heel Rests 

Grass Mats 

Metalline Draping 
loth 


Pedestals 


Papier Mache 
Novelties 


Price Tickets 
Plushes 
Reflectors 
Revolving Tables 
Scenic Paintings 
Show Cards 


b} 148-152 Duane Street 
Phones: Whitehall 2737-2738 


“Everything for Better Window Displays” 


72 





Make Your Window Attractive With 


Spot Lights 
Strip Lights 
Stix-Wel Glue 
Tinsel Flitter 
Thumb Tacks 
Valances 
Velours 


‘Velour Papers 


Vines 
Wood Carvings 


Wood and Metal 
Fixtures 


Wrought Iron 
Stands 


Send for Christmas Catalogue 
New Designs :-: New Suggestions 


Doty & Scrimgeour Sales Co., Inc. 


New York 


























seasonable designs. 

















You Too Can 
Have Colorful Windows 


By decorating with Crinkle Crepe Paper. It 
comes in 37 beautiful colors and 50 floral and 
Crinkle Crepe’s sun fast 
moisture proof qualities, and 100% 
stretch make it unusually valuable in window 
It costs only a few cents and is 
easily put up. Send for our Free Booklet on 
window decorating. ; 


mF nse Q 
THE TUTTLE PRESS CO. 


APPLETON, WISCONSIN 


CRUSH CREPE 


Wrap the entire 
fold of crepe around 
a broomstick. Place 
the hands over the 
ends of the crepe 
and crush by forc- 
ing the hands teo- 
gether. Remove the 
crepe from the 
broomstick and tack 
into position. 
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Capitalizing Interest in the Movies 


Public Interest in the Screen Stars Pervades All Elements of 
Society and Insures Success for Window Follow-Ups 


RING a great industrial magnate to town 
and there is a faint splutter of interest 
among the business people. Senator 
Sorghum may prove more attractive to the 
man in the street and the appearance of 

a Babe Ruth or a Paavo Nurmi sets all the young bloods 

of the community agog. But when Charlie Chaplin or 

Doug Fairbanks appear in new screen story at the 

Colossal Theatre old and young alike bubble over with 

interest. 

What an opportunity for the windowman! Always 
there is a moral that can be preached, always a mer- 
chandising theme that can be stressed. Take “The 
Black Pirate” for instance: 

This most recent exposition of Fairbanks’ athletic 
prowess hark back to the days when grim buccaneers 
plied the waters of the Caribbean Sea, striking terror 
into the settlements of the colonists, and harassing the 
commerce of Europe’s most powerful nations. Buried 
treasure, flashing cutlasses, boarding parties—romantic 
reminiscences of brave days idealized in literature—are 
brought to the screen by its heroic scenario, all calcu- 
lated to shed fresh lustre upon the name of the intrepid 
actor. 

It could scarcely be expected that alert displaymen 
would overlook s@ splendid a chance at public interest ; 
it was certain that the West where the picture was 
filmed would be in the van of those who grasped the 
opportunity. 





San Francisco was particularly alive to the chance 
for tie-ups, listing among her entries at least three con- 
spicuous examples. First, in point of magnitude was 
the essay of the Owl Drug Co., California’s great drug 
chain, which rushed into the limelight with a display 
which called to San Franciscans’ attention the praise 
lavished upon “Owl” toilettries by Billie Dove, leading 
lady of the “Black Pirate” cast. Huge photographs of 
scenes from the picture were used to secure popular 
interest, while pyramids and piles of cold cream and 
face powders rose around and behind them to carry 
the eye to a surmounting photograph of the little 
feminine ‘star holding a jar of cream beneath the illu- 
minating caption, “ Billie Dove, Leading Lady with 
Douglas Fairbanks in ‘The Black Pirate’ Keeps Her 
Complexion Youthful with OWL Theatrical Cold 
Cream.” 

This dramatic presentation was shown in twelve of 
the chain’s principal stores and was kept in the windows 
during the entire run of the picture at Wilke’s Theatre. 
In its-arrangement is found a fresh illustration of 
quick action and understanding of publicity values by 
Fred. A. Gross, display manager for the Owl Chain and 
newly elected president of the Pacific Coast Association 
of Display Men. 

Pirate galleons and long snakish galleys used in the 
Fairbank’s epic also pointed the way to gainful window 
advertising for the S. and D. Gump Art Store. The 
fad for small carved ships, which is now at high tide, 





Top Left, the Humboldt Bank (San Francisco) Window Tying Up With “The Black Pirate”; Top Right, S. & D. Gump Gift 
Tie-Up; Lower Left, C. L. Frankovitch’s Window Based on “One Minute to Go”;’ Lower Right, Fred Gross, Owl Drug Co. 
Toilet Window Shown During San Francisco Showing of “The Black Pirate” 
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had given them a comprehensive stock of these interest- 
ing miniatures, and they instantly saw the path to quick 
sales in following up public interest in the movie. 
Chests of treasure likewise suggested an opportunity 
to focus attention on carved chests of drawers. 


Their display showed a group of chests in the back- 
ground shown against tapestry hangings, while upon 
them and in front of them was a small fleet of tiny 
vessels under full canvas. These were flanked by per- 
tinent scenes from the photoplay scenes which were 
part and parcel of the picture which they sought to 
create. 

Buried treasure has a “blood and thunder” appeai to the 
young and to all lovers of adventure but the practical side 
of it is lost in the mist of the years. Most of the prey of the 
pirates were ships returning from the Spanish provinces laden 
with gold and silver ore. The governors who represented 
Philip II and his successors in Mexico and Peru were stunned 
by the wealth of their new conquests and they exploited their 
new dominions with a cruelty and relentlessness that beggars 
description. Great fleets were soon employed in carrying their 
spoils back to the homeland and the courts of Spain and 


Portugal soon became the most gorgeous in Western Europe.. 


During England’s wars with Philip and in the conflicts 
which followed Louis XIV ascension of the throne of France, 
English captains were commissioned in large numbers to 
harry the Spanish commerce. These scrappy seamen were 
wise enough to know that the same loot which they carried out 
of the holds of Spanish galleons and from the sacking of 
Spanish colonies made them an object of prey for the Spanish 
fleet and they soon hit on the idea of burying their treasure 
in little frequented isles as a safety measure. 

This historical background struck the Humboldt National 
Bank of San Francisco, located next to the California Theatre 
as ideal for interesting movie fans in its facilities for safe 
saving. Throughout the entire period of the screening at this 
showhouse, the bank kept an interesting display in its windows 
depicting a party of pirates burying a chest. To the left of 
the group appeared a panel which recited the origin of the 
“buried treasure” idea; to the right was a thrift appeal which 
showed the increase made possible by compound interest. 





A Business Goal for the Displayman 


(Continued from page 36) 


vention of the American Gas Association, which convened in 
Atlantic City a short time ago. He-said he often felt that in 
many establishments where display is neglected it was be- 
cause it did not cost the merchant enough money. His reasons 
for making this statement were that we estimate the actual 
value of a thing by its actual cost. We feel that such repre- 
sents the concrete value, and if no actual value is placed on 
the store front we do not realize that it will produce in 
actual dollars. I think his remarks are quite true in many 
cases. Isn’t it a fact that in every establishment a buyer is 
compelled to make a certain markup on all merchandise pur- 
chased to meet the overhead and insure a reasonable profit? 
Isn’t it true that the overhead or operating expense of his 
department, is based, to a great extent, on the square feet of 
selling space his department occupies, taking into considera- 
tion the location and selling floor his department is to be 
located on? Through that system you are able to determine 
just what results must be obtained in dollars and cents to 
make that particular department a paying proposition. 

Now, in order to arrive at some definite idea as to the 
real value of your display window, if based only on the 
square feet of the main selling floor it occupies with a side- 
walk frontage, it is the most valuable space in your estab- 
lishment. Yet in many cases, it is the most abused when 
it comes to allowing a sufficient expense for the successful 
operation of the display department. Moreover, this indif- 
ference cuts hugely into the results that could be obtained 
in dollars and cents through proper managément. 
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Timberlake Electric Wreath Ring No. 55 


Patent © This electric 
Applied for “ wreath ring is 
of particular in- 
terest to display 
managers and 
store deco- 
rators. The 
ring is easily 
trimmed 
with real 
holly, ever- 
green, rus- 
cus, smilax, 
etc., and al- 
lows a beau- 
tiful trim at 
a moderate cost. 
There is alsoa 
wonderful oppor- 
tunity for the store 
to sell large quantities 

: > of these rings at Christ- 
mas trimmed with real holly or other material which 


you can have put on it in your own store at a low cost. 

Diameter of ring, 15 inches. When trimmed, outside diame- 
ter about 19 inches. Ring made of heavy gauge, green lacquered 
wire with loops for sockets and loop to hold ribbon. Come; 
complete with electric set attached, including eight red mazda 
bulbs, eight and one-half feet extension cord and attachment 
plug. Packed one dozen to carton. 


Net price, No. 55—15”—$18 Doz., f.o.b. Jackson, Mich. 


Net price, No. 55—26”—$2.50 Ea., f.o.b. Jackson, Mich. 
: No. 55—26 inches, has double ring, a 26-inch ring with a 24- 
inch ring inside, and 8 red mazda bulbs. Makes 30-inch wreath 
when trimmed for store use. Packed four to carton. 

__ No, 51—19-inch completely trimmed green prepared Ruscus 
Electric Wreath. Small green leaves, some in silver, entire 
garland sprinkled with sparkling Christmas snow. Red Mazda 
bulbs, red satin ribbon bow. Packed in strong individual 
carton. Net price $3.25 each. 


Orders Should be Placed Immediately if You Are Interested. 


J. B. Timberlake & Sons, Inc., Jackson, Mich. 


SOLE MANUFACTURERS 


































/ Los Angeles, New Orleans, New York, YES, 


EVERYWHERE. 
The choice stores of the country now use Sun- 


Ray No. 25 to light their windows perfectly. 


MORE AND BETTER LIGHT 
Pure white, no-glare light that will fully cover 
your display. 


“IT’S ALL in the REFLECTOR SURFACE” 





SUN-RAY LIGHTING PRODUCTS, Inc., 
119 Lafayette Street, New York. 

Send me full information ......... I enclose 
sketch of window; what do you recommend 
to improve same? 


r in Coupon lla 


mail it now 
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Winners in Big $16,000 Kdex 


B. F. Schlesinger & Sons, Inc., Oaklad, Ca 


This beautiful 100-foot window, ithree sec 














Winners of First Prizes 
Best drug store window (towns, under 25,000) Prize $500 
Won by: Ahlman Drug Co., Glendale, Cal. 
Best drug store window (cities over 25,000) Prize $500 
Won by: Ropes Drug Co., Salem, Mass. 
Best dry goods store window (towns under 25,000) 
Prize $500 
Won by: Weiss & Goldring, Alexandria, La. 
Best dry goods store window (cities over 25,000) 
Prize $500 
Won by: B. F. Schlesinger & Sons, Inc., Oakland, Cal. 


Best Window Submitted, Prize $2000 


Won by: B. F. Schlesinger & Sons, Inc., Oakland, Cal. 
(Decorated by David Smith) 





THE JUDGES 


The task of deciding between the thousands of 
windows submitted was difficult. Many windows 
1 were good, but often the photographs were not. 
The judges tried to judge the windows not by the 
kind of photograph sent in, but based on the point 
system for sales result, ingenuity, use of materials, 
attractiveness, etc. 


Those who officiated as judges were: 

MR. L. A. ROGERS, Secretary of the International 
Association of Display Men; Editor of Mer- 
chant’s Record & Show Window Magazine. 

MR. SOL. FISHER, Vice-President, Window 
Display Advertising Assn. 

MR. GEORGE COWAN, 
Window Trimming School. 


MR. HUGH McKAY, Executive, Lord & Thomas 
and Logan, Advertising Counsel. 


President, Koester 











813 Merchants Win Prizes in World’s 
Biggest Display Contest 


The great contest is over! Thousands of wonderful win- 
dows were submitted. Other thousands put in, but not 
entered, paid for themselves in greatly increased sales. 
B. F. Schlesinger & Sons, Inc., the winners, report that 
the week previous to their display of Kotex, they sold 
383 packages. The week of the big display, they sold 
5019 packages! 1300% gain! 

To the many entrants who failed to win prizes, we offer 
our thanks, while we congratulate the winners of prizes. 
All, we believe, were rewarded by greater profits during 
this demonstration of the power of windows to sell Kotex. 


In 1927 we are nearly doubling the huge advertising 
schedule that ran in 1926 for Kotex. Your sales should 
grow with our advertising. Will grow, if you advertise in 
your windows aggressively. 


Weare sending out soon, photographs of other success- 
ful windows, including the four named above. 


Feature Kotex all 
the time—every 
day is a Kotex day 


KOTEX COMPANY 
166 West Jackson Boulevard 
Chicago, Illinois 
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DRUG STORES 
(Cities over 25,000) 


First Prize—$500 
The Ropes Drug Co., Salem, Mass. 
Second Prize—$300 
The Owl Drug Co., 
Golden Gate and Market 8t., 
3 San Francisco. 
{ Third Prize—$200 
Central] Cut Rate Drug Store, 






| 6700 Cottage Grove Ave., Chicago. 


Fourth Prize—$100 
Liggett’s Drug Store, 
7 629 Hennepin Ave., Minneapolis. 


Next Two Winners—$75 

Ie Schunkes Pharmacy, Buffalo, N. Y. 
gE. A. Edlund, 

> 70th and Halsted Sts., Chicago. 


Next Three Winners—$50 

Public Drug Co., Great Falls, Mont. 
y The Nothingham Drug Co., 

> Cleveland, Ohio. 

{ @Prown Drug Store, Tulsa, Okla. 


Next Twenty-four Winners—$25 
Schrag Pharmacy, Minneapolis. 
Riordan’s Drug Store, 
Grand Rapids, Mich. 
The Owl Drug Co., 
6th and Broadway, Los Angeles. 
C(. W. Dore, 
71 S. First St., San Jose, Cal. 
L, K. Liggett, 
39 W. Lexington, Baltimore. 
Standard Drug Store, 
14th and Euclid, Cleveland. 
Civic Center Pharmacy, 
Los Angeles. 


Retlaw Drug Co., Fond du Lac, Wis. 


ebster’s Drug Store, Lowell, Mass. 
Cramer Drug Co., Rochester, N. Y. 
Biser’s Drug Store, Philadelphia. 
John J. Mueller, St. Louis. 

Neil's Drug Store, Des Moines, Ia. 
Gallaher Drug Co., 

8rd and Jefferson, Dayton, Ohio. 
McCulloch Drug Co., 

723 Liberty, Pittsburgh. 

Ow] Drug Co., 

Sth and K St., Sacramento, Cal. 
The Drug Shop, Cedar Rapids, Ia. 
Yohn A, Klingstedt, Rockford, Ili. 
Monarch Drug Co., 


5th and Broadway, San Diego, Cal. 


Warnock Pharmacy, Los Angeles. 
"| H. Cone, Inc., Atlanta, Ga. 

rern Pharmacy, Portland, Ore. 
Noles Pharmacy, Columbus, Ohio. 
Ngland & McCaffrey, Utica, N. Y. 











DRUG STORES 
(Cities under 25,000) 


First Prize—$500 

Ahlman Drug Co., Glendale, Cal. 

Second Prize—$300 

The Visalia Drug Co., Visalia, Cal. 

Third Prize—$200 

Brown Pharmacy Store, No. 2, 
Chanute, Kans. 

Fourth Prize—$100 

Schmitt’s Drug Store, Inc., 
Woodstock, Va. 

Next Two Winners—$75 

Barnett’s Pharmacy, Neenah, Wis. 

Lackawanna Pharmacy, 
Lackawanna, N. Y. 

Next Three Winners—$50 

Booth’s, Danville, Va. 

Mountain City Drug Co., 
Fairmont, W. Va. 

Dittmer’s Pharmacy, Orange, Cal. 


Next Twenty-four Winners—$25 
St. Francis Pharmacy, 

St. Francis, Wis. 

H. A. Putney & Co., Ithaca, N. Y. 
Palace Pharmacy, Cheyenne, Wyo. 
Walla Walla Drug Co., 

Walla Walla, Wash. 

Rothschild Brothers, Ithaca, N. Y. 
Inglewood Pharmacy, 

Inglewood, Cal. 

Whitehouse Pharmacy, 

Santa Monica, Cal. 

Brown Rexall Store No. 1, 

Chanute, Kans. 

Schultz Drug Co., Neenah, Wis. 
Cc. C. Bowers Pharmacy, 

Elyria, Ohio. 

Gilbert-Bishop Drug Co., 

Greeley, Colo. d 
Sun Drug Co., Walla Walla, Wash. 
Walter Holderread, Druggist, 

Litchfield, Ill. 

Hale B. Thompson, Kent, Ohio. 
Fry’s Drug Store, Iola, Kans. 
Public Service Pharmacy, 

Beloit, Wis. 


‘Cc. P. Kearfott & Son, 


Martinsville, Va. 

W. H. Donaghy Drug Co., 
Kent, Ohio. 

Morrison’s Pharmacy, Iowa City, Ia. 

Lewis N. Moyer, Lititz, Pa. 

Stripling Haselwood, 
Nacogdoches, Tex. 

The Elk Pharmacy, 
Lexington, _ Tenn. 

Anderson Drug Co., 
Winter Haven, Fla. 

Campbell’s Drug Store, 
Three Rivers, Mich. 
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DRY GOODS 
(Cities over 25,000) 


First Prize—$500 


B. F. Schlesinger & Sons, Inc., 
Oakland, Cal. 


Second Prize—$300 
Halliburton Abbott Co., Tulsa, Okla. 


Third Prize—$200 

«The May Co., Los Angeles, Cal. 
Carl W. Ahlroth. 

Fourth Prize—$100 

Daly’s Dept. Store, Milwaukee. 


Next Two Winners—$75 
Crosby Bros. Co., Topeka, Kans. 
Rumbaugh’s, Everett, Wash. 


Next Three Winners—$50 
Rhoades Brothers, Tacoma, Wash. 
P. B. M. Company, 
Wichita Falls, Tex. 
Rudge & Guenzel Co., Lincoln, Neb. 


Next Twenty-four Winners—$25 
Eagle Stores, Chicago. 
P. J. Young Dry Goods Co., 

New Brunswick, N. J. 
Jahrans-Braun Co., Buffalo, N. Tf. 
Anderson-Dulin-Varnell Co., 

Knoxville, Tenn. 

Ekeberg’s Dept. Store, 

Rockford, Ill. 

Oransky’s, Des Moines, Iowa. 
Calendar-McAusland & Troup, 

Providence, R. I. 

The Killian Co., Cedar Rapids, ia 
Roberts Bros., Portland, Ore. 
Miller Roads & Swartz, Norfolk, Va. 
H. Weber Sons Co., Zanesville, Ohio. 
Herbolsheimer Co., 

Grand Rapids, Mich. 

Henderson Hoyt Co., Oshkosh, Wis. 
Palace Store Co., Spokane, Wash. 
First St. Dept. Store, Duluth, Minn. 
Cc. H. Yeager Co., Akron, Ohio. 
Sisson Bros. Welldon Co., 

Binghamton, N. Y. 

Japee Dry Goods Store, 
Grand Rapids, Mich. 
Elder & Johnston Co., Dayton, Ohio. 
Dreden Bros., Chicago. 
Wm. Doerflinger Co., 
La Crosse, Wis. 
Paris Dry Goods Co., 

Great Falls, Mont. 

Boston Dry Goods, Buffalo. N. Y. 
John Boesch Co., Burlington, la. 


In each group the next 100 winners were awarded $10.00 each, and the next 


100 received $5.00 each. 


Space prevents listing all winners here. 


Each 


- winner has been notified and prize check sent him. 


ex Window [rim Contest 
d, Cal., Wins Grand Prize of $2500 


mree sections, made sales jump 1300% 


Other Prizes Were Awarded as Follows: 


DRY GOODS 
(Cities under 25,000) 


First Prize—$500 
Weiss & Goldring Co., 
Alexandria, La. 
Second Prize—$300 
Alf. M. Reiber & Bro., Butler, Pa. 
Third Prize—$200 
D. K. Moses & Co., 
Sault Ste. Marie, Mich. 
Fourth Prize—$100 
Geo. J. Wolff Dept. Store, 
Aberdeen, Wash. 
Next Two Winners—$75 
Johnson & Hill Co., 
Wisconsin Rapids, Wis. 
Ditter Bros., Yakima, Wash. 
Next Three Winners—$50 
The Buckner Ragsdale Co., 
Cape Girardeau, Mo. 
Meyers-Arnold Co., Greenville, S. C. 
James Hart & Sons, 
Long Prairie, Minn. 


Next Twenty-four Winners—$25 
Kewanee Dry Goods Co., 
Kewanee, Ill. 
Oneonta Dept. Store, 
Oneonta, N. Y. 
Missoula Merc. Co., Missoula, Mont. 
Musselman’s Dept. Store, 
Doylstown, Pa. 
H. W. Reads Store, 
Coffeyville, Kans. 
Hartman's Dept. Store, 
Merced, Calif. 
W. J. Moyer Merc. Co., 
Grand Junction, Col. 
Bratton-Morris Co., 
Lewiston, Idaho. 
John’s Dry Goods Co., Ft. Dodge, Ia. 
J. Spielburger Sons, Sheffield, Ala. 
Patterson's Dept. Store, 
Brevard, N. C. 
The Emerson-Knox Co., Inc., 
Colfax, Wash. 
Zimmerman Co., Jamestown, N. D. 
Barnes Woodin Co., Yakima, Wash, 
Gates Dry Goods Co., 
Ft. Dodge, Iowa. 
Harris Dry Goods Co., 
Olympia, Wash. 
\7. T. Fountains, Inc., 
Greenwood, Miss. 
C. B. Blakeley & Co., La Salle, Ill. 
Hamilton’s Albany, Ore. 
Keller & Krekel Co., Harvard, IIL. 
Cc. W. Scott Stores Co., 
Idaho Falls, Idaho. 
Harry R. Goldstein Store, 
Rhinelander, Wis. 
Nels Peterson Dry Goods Co., 
Arlington, Wash. 
Specht Finney Co., Valparaiso, Ind, 
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Selling Backgrounds to the Boss 


How a Western Display Manager Maneuvered to Convince His 
Employer That They Were Essential to Proper Presentations 


NE of the phenomena of American busi- 
ness is the frequency with which the men 
who are most responsible for its prog- 
ress are forced to battle for the privilege 
of “doing their best.” In manufacturing 

institutions and stores alike, the advertising man faces 
binding restrictions, and the displayman all too often 
is subject to the same restraint. The employer has 
ideas concerning advertising that must be followed, 
even though, as a rule, he is not an advertising man; 
the buyer is absolutely certain that he knows just 
what type of ad or window is most likely to move 
his goods. They speak their minds—and the per- 
turbed and wrathful publicity man must bow to their 
decision. 

The sad part of it is that the only reason for his 
connection with the establishment is to produce re- 
sults through employment of his knowledge of ad- 
vertising media. Temperament is seldom a factor in 
shaping his views, despite his superior’s contentions 
to the contrary. His only desire, as a rule, is to cut 
straight through to greater success by use of the most 
satisfactory and proven methods—and now and then 
he succeeds. When he does he “sells himself” and 
does it thoroughly. But the task is not easy. Diplo- 
macy of a high order is sometimes essential to con- 
vert an opinionated executive, so skilful, in fact, that 
an instance of clever maneuvering related at the re- 
cent Pacific Coast Display Men’s convention is worth 
careful study. A young windowman was lamenting 
that his “boss” was much opposed to backgrounds, 
and asked advice as to how to convince him of their 
merit. 

“As you know, this is a problem that I had to 
meet,” a prominent delegate volunteered. “I got very 
much enthused over the interior of the store and in- 


stalled a special indirect lighting system on all the. 


pillars on the main floor, and we made the main floor 
so beautiful that right away the boss said, “The 
* people should see this floor,’ and out came the back- 
grounds. He thought it was wonderful. 

Anything in the way of a change is good in an 
institution. Anything is better than standing still, 
because you don’t stand still in this business—you 
either go backward or forward. 

So many outsiders remarked on the window that 
were really incompetent to pass judgment that the 
boss was somewhat influenced. When. they said, 
“What a wonderful change it is; what a marvelous 
first floor,” it was wonderful. All the salesmen in 
the store were elated. The thought of seeing day- 
light again! That was fine. Everybody was sold on 
the idea, and, of course, the displayman was the only 
one “on an island by himself.” 

Things went along, and, of course, incidentally the 
lighting bills increased. As you know, in a furniture 








Winning Pacific Coast Live Model Drape by Ray Hering, 

Spokane Dry Goods Co., Spokane, Wash. 
store you have to display a lot of lamps and things 
to tone up the floor. Chesterfield sets by themselves 
are not the most attractive things in the world unless 
toned up with a few accessories. We set up all the 
merchandise into the proper groups, you might say, 
and the lighting bills jumped considerably. The boss 
thought the floor was so beautiful it should be lighted 
eighteen out of the twenty-four hours. We had the 
floors lighted as well as the show windows, from 
8:30 a.m. until 11:30 at night. The first electric 
light bill after this change was staggering. The 
second month it was a little more, and, of course, the 
third was about the same. 

All novelties gradually grow tiresome in time, 
and, although I got the idea that they might even 
go so far as to change their displayman, I still stuck 
to my plan. Here is what I did: 

I made a personal canvas of all the big stores in 
the country who had the exact problems to face that 
I did. I brought to bear on the situation every big 
store of prominence in my particular line of business, 
as well as the experiments conducted by chain store 
organizations and big department stores; in other 
words, I personally got busy at my own expense and 
wrote those people. I amassed a considerable bunch 
of correspondence to bear out my contention, and yet 
to everyone in the organization I was still wrong. 

Naturally, as the novelty of the experiment be- 
gan to wane, the lighting bills came in as usual, and 
its supporters began to waver on their contention, 
and, of course, I played along as usual. When the 
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time came that I saw things were gradually leaven- 
ing themselves out to where I could at least obtain 
a good hearing, I wedged in first one letter, then 
another, and then another. I did not spring them all 
at once. 

In my own organization I may be wrong. In any 
man’s own bailiwick he is usually without honor. Let 
him cross into another county and he is a big man. 
In your own organization you may not be, but if 
you can bring the evidence and experiments and the 
brains of outsiders sometimes that is a little more 
influence on your boss than that of the man who has 
been with him for several years. 

I obtained my leverage by amassing this corre- 
spondence, and soon after I presented it the boss 
wavered a little. He has several good friends, of 
course, and I had him quietly consult several dif- 
ferent authorities personally acquainted with him and 
whom he felt would pass fair judgment. | 

First thing you know I had backgrounds in my 
windows again. Those backgrounds are in today, 
and everyone in the institution has finally become 
“sold” on the idea of backgrounds and they would 
never consider returning to the old method. 

Here is the primary reason why a furniture store 
should have backgrounds: Can you live in a room 
without four walls? When you go into a theatre, 
could your actor properly display his talent without 
the proper setting? Can you look at the bare brick 
walls of the back stage and the props strewn around 
and get an artistic feeling? Can you get in harmony 
with that actor? Of course not! And in our own 
case we are trying to sell a certain emotional appeal 
to the woman who has an idea and wants to visualize 
as nearly as she possibly can how that furniture will 
look in her own home. You can’t take it out on the 
lawn or out on a rock pile and give her an idea of it. 
You have to have something besides cold wood. It 
has been remarked, in some trade periodical, that 
you are not selling furniture as so many screws, bolts, 
nuts, sticks, veneer, and so forth, but you are selling 
a woman an idea—something very dear to her heart, 
and you must create in her mind an ideal or a desire 
to have possession. 





TRIMMING AT AN ANGLE SOLVES PROBLEM 

Displaymen are commenting upon the manner in which 
Eliot Finck, display manager for the Manny Keith haber- 
dashery on Broadway, New York City, is overcoming the 
peculiar features of one of his windows. This is a narrow 
arcade affair, increasing in width as it recedes toward the 
store exterior. There is a short ell at this point which runs 
over to the entrance. How to trim this window attractively 
was a perturbing question until Mr. Finck hit on the idea 
of fronting his trim to the arcade at an angle so that it 
obscured the backs and faced the viewer, no matter where 
he might stand. No garments are shown on the floor, space 
here being reserved for belts, scarf pins and handkerchiefs. 


PALMENBERG’S KEEPING STEP WITH PROGRESS 

J. R. Palmenberg’s Sons, Inc., New York City, announce 
the removal of their offices and showrooms to the new 
Lefcourt Manhattan Building, Broadway at Thirty-ninth 
Street, where they will be located on and after January 15, 
1927. This is a fitting observance of their seventy-fifth anni- 
versary, having served the mercantile and display field for 
more than three generations. The new location is in the very 
heart of New York’s great mercantile center. 
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Srasgonal 
Display Habrics 
Attrart and Boost Business 


Here’s Something New! 
No. 27 RAYON PLUSH 


27-inch highly lustrous Rayon plush 
available in seasonal colors. 


TINSEL metauic CLOTH 


Plain and crepe effect in an assort- 
ment of nine glittering color com- 
binations, including SILVER, GOLD, 
green-silver, green-gold, red-silver, 
red-gold, etc. 


The above fabrics are beautiful and attrac- 
tive—will produce a very effective window 
display and increase your sales 


BOTH ITEMS AVAILABLE FOR IMME- 
DIATE DELIVERY IN ANY QUANTITY 


Our fabrics are handled by the largest display fix- 
ture dealers, who will be glad to show you our line 


MENDELSOHN’S 


Textile Corporation 
156 West 45th Street New York 


Make 1927 Your Year 


Get started on your way to progress, 
to success. First, examine your dis- 
play fixtures; if they aren't the best, 
get an ONLI-WA catalog and make 


a selection of a complete new set of 


DISPLAY FIXTURE 
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Your display window is 
one of. your best selling 
assets ... keep it looking 
neat and attractive—it’s easy, if 
you have the right fixtures . . 
Onli-Wa Fixtures. 
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Lingerie Stands 
Colonial Period 





FCCC CO 
S 





Quality and 
Originality 


Fe 


Reg. U. S. Pat. Off. 


The ONLI-WA Fixture Co. 


Dept. D. W. 
ST. PAUL AVE. DAYTON, O. 
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OPENING DISPLAYS FROM TWO GREAT MIDWESTERN STORES 


The upper four are by M. F. Hershey, Stewart Dry Goods Co., Louisville, and the remainder are by Andrew 
Ma‘zer, display manager for the F. & R. Lazarus Co., Columbus, Ohio, and mark the opening of their 
remodeled building. Mr. Hershey’s windows are marked by gorgeous color combinations, rich panels, and 
wrought iron fixtures. Note the birds in the upper right display. Mr. Matzer’s productions betray the 
futuristic vogue in fixtures and decoratives. Metallic and China finishes are predominant in his mannequins. 
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A GROUP OF RECENT WINDOWS FROM WIDELY SEPARATED CITIES 


Top left, evening clothes, Clarence Jensen, Spoo & Son, Oshkosh, Wis.; top right, hosiery, Louis: Sitner, Boy- 
lan-Pearce Co., Raleigh, N. C.; upper center, left, T. Willard Jones, Phelps Shoe Co., Shreveport; La.; upper 
center, right, G. M. Allen, Leopold Adler Co., Savannah, Ga.; lower center, left, H. H Hawkins, J. Ry ays 
ner Co., Lynchburg, Va.; lower center, right, E. R. Eppel, Jr., O’Brien-Jobst Co., Peoria, IIs: lower. left, 

W. Coates, W. W. Mertz Co., Torrington, Conn.; lower right, H. Brarabier, Ohrbach: Co:," Sunbury, ree 


- 
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What Display Has Done for the Radio 


Refinement and Dignity of New Art Accessories Fit the Sets for 


~~ 


Presentations Harmonising With the Best in Windowcraft 


EPARTMENT stores could not long resist 
the tempting opportunity to invade the 
radio field,, and as they did it was found 
necessary to invest the new entertainer 
with the same refining influences which 

have been developed around the phonograph. Both 
instruments in the beginning were crude mechanical 
contrivances, but as the scope of their support 
broadened these marvels were cased in expensive 
wood and given decorative treatment of the best 
that polisher and smith could offer. The radio, as 
the latest arrival in the furniture and instrument field, 
was the latest also to be surrounded with the elegance 
in display previously afforded the piano and phono- 
graph. 

Radio manufacturers only recently awoke to the 
importance of pleasing environments for their prod- 
ucts at the point of sale. The moment that they did 
so the more astute retailers saw that the hour had 
come for stressing these wireless telephone receivers. 

Staging of the National Radio Show at Chicago 
with its reflected attraction in the scores of local 
shows held throughout the country proved very 
forceful means of reaching the public’s attention. 
What the retailers accomplished is pretty fairly illus- 
trated by the achievements of the W. W. Mertz Co., 
of Torrington, Conn., and the Boersma Co., Chicago. 
These are well-organized community stores, serving 
small cities efficiently. Torrington boasts a popula- 
tion of 30,000; the Boersma store is located near the 
Pullman Works in the outskirts of Chicago. 

What these organizations accomplished through 
up-to-the-minute display at this time is graphically 
set out in the statements of A. W. Coates, pubicity- 





ig eh 








One of the Marshall Windows Booming the Store Radio Show 


sales manager of the Mertz Co., and Joseph H. Mar- 
shall, display manager for the Boersma Co. 

“Our display, in conjunction with a newspaper ad- 
vertisement, helped write history for our radio de- 
partment,” says Mr. Coates. “The displays remained 
in the windows for a week in direct conflict with our 
policy of changing windows twice each week, and 
there were six windows. To them we can trace the 
sale of twenty-five Atwater Kent sets in two weeks’ 
time. Our record for radio sales this season is larger 
than during any previous period, possibly because we 
confined our line to Atwater Kent and Radiola with 
consequent concentration of effort in all ways. One 
of the interesting features is that the distributor for 
this district, Mr. D’Elia, of the D’Elia Electric Co., 
Bridgeport, saw this display and was so much en- 
thused that he had the windows photographed.” 

“The National Radio Show and ‘Radio Week,’ 
October 11-17, proved a great success for the Boersma 
Co.,” Mr. Marshall asserts. “You will say, “What’s 


A. W. Coates Used This Display to Great Advantage to Promote Interest in Mertz Co., Torrington, Conn., Radio Department 
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that got to do with the Boersma Store, located fifteen 
miles from the radio show? This is how it was done: 


We sell high-grade radios, such as R. C. A., Phanstiehl, 
Freshman and Sonora, and some more of the high-class stuff. 
A radio department in a men’s wear store is about the best 
advertisement to bring Tom, Dick and Harry and their 
friends into the store. We are proud of our radio depart- 
ment, started from a national contest in which a radio set 
for a national display was used in the window to give it 
atmosphere. Since then we have developed a radio depart- 
ment employing four mechanics and three sales people. I 
do not hesitate to say we sell more radios than any other 
store south of the Loop District. 

About two weeks before National Radio Week I asked 
lots of customers and friends of our store if they were going 
to “take in” the radio show. Negative answers were re- 
ceived; it was too far away and time was too precious to 
take the trip downtown. 

Out here where we make the Pullman cars, we are mighty 
proud of our fine “Pullman Works.” Nothing like it in the 
world and always busy. So I figured it would be a good 
“stunt” to stage a National Radio Week attraction of our 
own. Our radio department was nicely trimmed for the 
occasion, occasioning lots of time, thought and patience. 
(But what’s work to me as long as we get business! I love 
to see our store busy at all times.) Four big windows with 
sixty-five lineal feet of frontage were utilized in boosting 
the exhibit. I put in some real display work and they made 
a wonderful showing. In one window was the great Fresh- 
man masterpiece, one of the best selling radios in the world. 
Then I had another special for R. C. A. radios, another for 
Sonora, and the fourth for miscellaneous goods. 

You can bet seeing 600 radio tubes all shiny silver sure 
made a wonderful showing, a powerful display—one of the 
most effective since The DISPLAY WORLD cup was in the 
window. This radio show was advertised full spread in the 
local papers, also by letter. On each selling floor we also 
had a fine set playing and broadcasting the contest, football 
games, and so forth. 

You will ask, “Was it a success?” and my answer is, 
“We are still working hard filling back orders of last week. 
We sure sold radios ranging from $99.50, less accessories, to 
$500 R. C. A. Moreover, the show kept all the other de- 
partments on their toes. Business is good with The Boersma 
Co. and window advertising at the right time certainly makes 
the passer buy. It is a true saying, all right. Thanks to 
The DISPLAY WORLD for that wonderful and powerful 
slogan. 


The Universal Language of Display 
(Continued from page 30) 


never reached the proportion of an art, was for a long 
time a lucrative business. But even the sellers of to- 
bacco now find it more profitable to excite the appe- 
tites of their customers by displaying their actual 
wares than by the exposure of a sour-visaged ex- 
ample of wooden sculpture. 

And the window display expert of today is more 
likely to come from such gatherings as these than 
from a shipyard. 

Finally, contrast the service that the display press 
renders the profession of display and the arts and 
crafts allied to it. Twenty-five years ago display was 
considered by many an unnecessary evil. Today, it is 
reforming the highways and byways of the kingdom. 

The twain have met—the East goes west and the 
West travels east, and in the intermingling of styles, 
methods and practice, there_has heen evolved a dis- 
play that fits into any country in the world. 
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BABY HERCULES 
—SPOT AND FLOOD— 





DESIGNED ESPECIALLY 
FOR THE DISPLAY MAN 


HUMB screw at bot- 

tom for focusing has 
a 3-inch range of adjust- 
ment. The entire front 
containing the lens is 
telescopic, allowing a 
further adjustment of 2 
inches. This enables the 
focusing from a 2-foot 
spot to a 10-foot spot at 
a 10-foot range. 


The front is removable for flood lighting. 


Spring clips are provided to hold color frame when 
used either as a spot or flood light. 


It contains a 334-inch spherical reflector and has 
a 5-inch imported condensing lens. 


Complete as shown S¥ 50 


with three color gelatines 
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DISPLAY STAGE LIGHTING COMPANY 


inc 
334 WEST 44TH STREET 
NEW YORK 




















WE MANUFACTURE 


ALANCES and DRAPERIES 


THAT MAKE YOUR STORE 
WINDOWS ATTRACTIVE 


Some of Our New Ideas Will Surely 
PROVE Satisfactory to You. 


Send Us Your Window Measurements and We 
Will Forward Sketches, Samples and Estimate. 


YOURS FOR SERVICE 


CROWN CURTAIN Co. 


81 FOURTH AVE. NEW YORK CITY 

















SCULPTURAL 


Advertising Displays 


Made in plaster, papier- 
mache, metal, wood pulp; 
each a piece of art. 


Send for Booklet 


American 
Sculpture Company 
20 E. 42nd St, N. Y. City 





We Make Model from Description 
or Trade Mark 
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Winter Sports A Timely Theme 


Prepare Now for Drab Days During Which the Lure of Outdoor 
Sports and the Need for Warm Apparel Will Pull Best 


By J. WALTER JOHNSON | 
Display Manager and Art Director, The Powers Furniture Co., Portland, Ore. 


ANUARY is almost here and with its arri- 
val the most grilling period of winter will 
be upon us. New notes in merchandising 
will be struck with the passing of the holi- 
days; there will be the usual sales and 

strenuous effort to take up the slack which heavy 
Yuletide buying ordinarily produces during the next 
few weeks. There is no gain derivable from a lack- 
adaisical attitude which assumes that it is necessary to 
drift. Better by far go into this period with a clean-cut 
plan for developing business than to merely trust to 
luck and precedent. 

Why not build a January campaign around sporting 
goods and apparel? Both will be in marked demand 
at the time and public interest will be focused on both 
indoor and outdoor recreation. 

The popular displays will be those showing warm 


wearing apparel and outdoor winter sports. But there 
must be good arrangement and novel ideas to set off 
the windows to their best advantage. The human appeal 
still holds good in window displays, and the store fortu- 
nate enough to have a displayman who puts it into his 
window settings is always sure of.an audience. 

At this time of the year, a window featuring skating, 
ice-boating, coasting, snow-shoeing, or other outdoor 
sports will attract attention to whatever merchandise 
you feature with it, be it wearing apparel, skates or 
snow shoes. Almost any line of merchandise is en- 
hanced in selling value by attractive settings or backs. 


Our sketch shows a window setting with the entire 
background covered with a scenic painting. This is so 
designed that it leaves your entire floor space clear for 
grouping of merchandise and yet allows the impression 
that the path and snowdrifts are a part of the picture. 

















This Huge Background With Iis Expanse of Snow and Its Lonely Evergreens is a Fitting Saynuer for Sporting Goods 








maui 


La nye 
aetna 

MC A 
ui i ee 
wh it ih i 
‘ a i ‘an ut Mis 
Sty 


ant 
Wh iN , i 














Dec 








first 
ond 
impc 
the ; 
I 
gani: 
chan 
their 
sy in 
ditio: 
encec 
trims 
prop 
are a 
altog 
priate 
are fr 
T 
to co 
plenty 
why | 
orgar 
secur} 
mean 
space. 
featur 
suppo 
will it 
servic 
its cli 
play i: 
mome: 
his re 
consid 
tions ; 
Inc 
sistanc 
stores 
man w 
heard 
scarce 
of lacl 
which 
terial a 
not sh 
The 
client « 
cality, 





December, 1926 


THE DISPLAY WORLD 49 


Use Care in Selecting Display Service 


The Resourcefulness Required to-Produce Results in This Branch of 
Display Is Not Inherent in All of These Organizations 
By E. H. SINEY 
United Window Display Service, Los Angeles, Calif. 


ANUFACTURERS or advertising man- 
agers of any company selecting a win- 
dow service organization for distribution 
of their material should take special care 
in choosing their representative, in the 

first instance to protect their material, and in the sec- 
ond to assure satisfactory placement. Even more 
important is knowledge that the service possesses 
the good will of the dealers. 

I have known of manufacturers selecting ‘an or- 
ganization that had lost the confidence of the mer- 
chants for the reason that its managers did not keep 
their appointments for installation or permitted mus- 
sy installations that left the store in an unsightly con- 
dition after their visits. Then there is the inexperi- 
enced serviceman who leaves big carpet tacks in his 
trims, driving them straight to the head, damaging 
property appearance. - Small things of this nature 
are always noticeable. It is not necessary to resort 
altogether to pins, but there are tacks more appro- 
priate for the purpose likewise. Only a few minutes 
are required for cleaning up waste and debris. 

The successful display service must be prepared 
to combat tough problems, and because there are 
plenty of obstacles to overcome is all the more reason 
why the “manufacturer should consider his placement 
organization carefully. There is plenty of selling in 
securing locations for displays, and this does not 
mean merely walking into a store and asking for 
space. The up-to-the minute service points out the 
features of the display along with the advertising 
support for the product and shows how the display 
will improve the appearance of the windows. That 
service is not very efficient which does not report to 
its clients opportunities for sales, even when no dis- 
play is installed. These openings appear in the early 
moments of every campaign, and the manufacturer or 
his representative should take note of the tips and 
consider this aid as a feature of the service opera- 
tions and not an incident of business relations. 

Independent dealers sometimes show sharp re- 
sistance to products which are underpriced by chain 
stores and turn their resentment upon the service 
man when he urges displays in their windows. I have 
heard many service men say that locations were 
scarce for such goods. Such a report is an evidence 
of lack of resourcefulness, as is the timorousness 
which sometimes causes organizations to decline ma- 
terial and withdraw their bids because the displays do 
not show variety. 

The service should be in position to advise its 
client on the number of windows available in its lo- 
cality, as well as to indicate the product’s standing 


with the trade, and the extent of its distribution. Pos- 
sibly the eastern trim will be too large for western 
windows, and warning concerning this fact will enable 
the client to save money by using smaller trims in the 
western territory. 

Does the service you employ open its campaigns 
in the leading stores of the region? Do they “go 
along” with the stores that employ displaymen? 
Often a campaign is launched minus this assistance 
because the service organization knows that the lead- 
ing store employs a windowman and fears that the 


‘class of material which it has to offer will evoke the 


displayman’s sneers. 

The reliable service usually has associates in other 
cities which demand evidences of its ability as the 
price of affiliation. It is able to offer the names of 
clients whom it has already served. Lastly, know- 
ing that a variety of motives inspire national cam- 
paigns, it is prepared to adapt itself to its client’s 
needs, to get his material into the field speedliy, and 
to handle installations in such fashion that the dis- 
plays will ‘“‘make the passer buy.” 





WINDOW ADVERTISING MEN FORM LOCAL BODY 


From Los Angeles comes word of the formation of a new 
society of national window advertising services, displaymen 
for manufacturers, advertising agencies, producers of window 
displays and retailers... This society will be known as the 
Los Angeles Window Display Advertising Association and 
is said to be assured a large membership. Victor C. Lang- 
ford, of the Western Auto Supply Co., heads the new body 
and the other officials are: Vern C. Hollingsworth, Golden 
State Milk Products Co., vice-president; E. H. Siney, United 
Window Display Service & Sales Co., secretary; P. A. Har- 
rold, Model Grocery Co., Pasadena, and Joe Chancellor, Fisk 
Tire & Rubber Co., committee on program and instruction; 
Tory V. Cox, Albers Milling Co., and Selmers Peterson, 
Haas-Baruch Co., committee on membership; A. F. Shapiro, 
W. Kellogg Co., and Harry Cook, Wilshire Grocery Co., 
entertainment committee; Harold P. Scott, Los Angeles Ex- 
aminer, publicity, and Willard Fellman, Newmark Bros., 
greeter. 

A seven-course dinner, to be given the second week in 
January, will serve as the background for an address and 
demonstration by Ed N. Smith, sales agent for the Tuttle 
Press Co., makers of “Crinkle Crepe.” Association business 
will then be taken up and the concluding feature will be an 
Oriental dance by a popular dancer. 





NEW LINE OF REVOLVING DISPLAYS 
The Viking Machine & Tool Co. Inc., 745 Sixty-fifth Street, 
Brooklyn, N. Y., has just announced a line of revolving dis- 
plays and turntables. This line of displays is known under the 
trade name of Viking SEE-ALL Displays. 





ELECTRIC NOVELTY FOUNTAINS 


The Display Fountain Mfg. Co., 163 East 33rd Street, New 
York City, is manufacturing an attractive line of electric 
fountains especially adapted for window display use. 
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A Gauge for Window Rental Value 


The Most Satisfactory Means for Distributing Overhead for 
Display Space in Relation to Departmental Usage 


OARDING up his windows as a brave test 
of their sales productivity, an eastern 
druggist, after three weeks’ operation 
under this handicap, found his sales had 
dropped in the following fashion: 


By <53- Ss A ee 32 per cent. 
SAD 6s ski ton closes bac ooh rs eames 14 per cent. 
PRESCTIDMOR 5.0.05 3. sea hea eee 02 per cent. 
Snerialttes ss o.4 5 acsties suey cehnae ke wate 41 per cent. 
Rubber Weeds). ook ik vaca eo 22 per cent. 
Migtets) 5c. Lak ais teaeeaee 18 per cent. 
Ps Meee TT Pe Ty ee ey 10 per cent. 


The mean loss in percentage was approximately 25 
per cent. As the loss was much heavier in specialties, 
rubber goods, and candy than in wares less dependent 
upon ocular appeal, it may be assumed the average store 
would suffer a dimunition of approximately one-third 
of its business if denied the use of its windows. 


From a sales standpoint it would seem, therefore, 
generally safe to charge from one-third to one half of 
the rental against the displays. 


Position of the windows so largely affects their pro- 
ductivity that heavier charges must be assessed against 
a favored few. It has been found that windows 
immediately to the right of the entrance are more valu- 
able than those at the left because of the well-developed 
public tendency to “keep to the right.” Comparison 
has determined that the right window’s ratio of attrac- 
tiveness as compared with the left is seven to five. It 
is not assumed that this is the case of a long stretch of 
front windows. 

The value of arcade windows generally is in direct 
ratio to the main street traffic. In this case, since the 
flow of traffic is equal in both directions, both sides of 
the arcade are of equal value. Charges for this reason 
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LLOYD’S 
A Complete Department Store 


Marshall B. Lloyd, Owner 
Menominee, Mich. 
Gentlemen: 

We have a proposition before us which has given 
us considerable thought. 

The facts of the matter are that we are unable to 
determine what a fair window rental should be to 
the departments displaying merchandise in these win- 
dows. 

We are enclosing herewith a sketch showing the 
size and location of the windows. Directly behind this 
store is a great big theatre also operated under the 
same management. The lobby which passes through 
this building is the main entrance for this theatre. 

Now, we are going to encroach on your kindness 
by asking you for information concerning this. Also 
as to the value of the different windows. On either 
side of the building is a blind alley. 

We would certainly appreciate an expression from 
you concerning the value of the respective windows. 
Also the value of the lobby. 

When you have finished with these sketches, will 
you please return them to the writer? 

Yours very truly, 
LLOYD'S, 
S. F. Norman, 
Controller. 











should be computed as for the front windows and re- 
duced in proportion to the difference between the traffic 
on the main street and that which the arcadg carries. 

A new development in window maintenance is con- 
ception of the display as a salesman with an allowance 
of a fixed salary equal to that of the lowest salaried 
salesman. This draws a line of demarcation between 
the value of the footage employed in the window and 
its sales promotional qualities. 





‘‘Wearever” Prize Goes to Higbie 


Aluminum Camp Outfit Contest is Won by Realistic 
Display Installed by Rochester Display Manager 


N elaborate hardware display in which “Wearever” 
aluminum ware was used in a scene depicting a 
vacation camp, brought a $100 first prize in 
“Wearever’s” recent window contest to Lloyd 

Higbie, display manager for Weed & Company, Roches- 
ter, N. Y. 

In arranging his display, Mr. Higbie used all of the 
accessories at the command of the windowman, showing the 
numerous items in the “Wearever” camp outfit so advan- 
tageously that the atmosphere of the vacation center was 
obtained. A small background panel showing towering pines 
in the distance overshadowing a pair of canvas tents created 
a long vista that seemed to wipe out the cramping limita- 
tions of the window. Boughs, laden with foliage, nodded 
over the merchandise, which was placed upon a grass mat 
flooring. Just in front of the background was a portable 
stove, on which was an aluminum coffee pot and boiler. 

At the left, Mr. Higbie placed a portable oven with a 
frying pan and a kettle in evidence. Kettles, saucepans, 
skillets, mess tins and plates were scattered across the fore- 


ground, with tins and drinking cups grouped about a large 
tray in the center. 

Judges who awarded the prizes were the Frank Presbrey 
Company, the New York Evening Journal, and the Bureau 
of Advertising of the American Newspaper Publishers’ Asso- 
ciation. Of the contest a Rochester newspaper says: “This 
was a state-wide contest, and Mr. Higbie’s display won on 
the following points: Its basic idea suggesting outdoor life, 
ts artistic planning, and its ‘selling punch.” 

Besides his duties as display manager for Weeds, Mr. 
Higbie operates the Display Advertising Service of Roches- 
ter, furnishing a service for local merchants who cannot 
employ a full-time displayman, and installing displays for 
national advertisers. 





STORE SPONSORS “MISS TULSA” 

Completely outfitting “Miss Tulsa,” who was acclaimed 
as “Miss America” at the 1926 Atlantic City beauty contest, 
won extraordinary publicity for the Vandever dry goods 
store, of Tulsa, Okla. One of the features of the campaign 
which brought their contribution to the public’s attention was 
a window showing gowns similar to those worn by the fair 
contestant. This was installed just after the news of her 
victory at Atlantic City was reported. K. P. Bowen is the 
store’s display manager. 
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‘A REMARKABLE OFFER! 
While Present Edition Lasts 
The Well-Known Koerber Book 


“The Art of Draping” 


REGULAR PRICE, $3.00 


Thousands of copies have been purchased by 
displaymen everywhere. If you do not have a 


copy, get yours now 


AT THIS GIVE-AWAY PRICE 


This book is a complete, modern and practical text and 
reference book on the subject of mercantile and display 


DRAPING 








CONTENTS 


The Fundamentals of Draping. 

Fixtures—What They Are and Their 
Importance. 

How Records Are Kept in Display 
Department. 

Efficiency in Decorator’s Room. 


The Structure of Drapery. 

Ornamentation of Drapery. 

Importance of Color and Color Har- 
mony. 

A Chart of Colors and Combinations. 

Combining Colors by Use of Color 
Chart. 

Some Pertinent Advice. 

Errors to be Avoided. 

Draping Examples Illustrated and 
Described. 





General Knowledge of Merchandise. 














draping. It covers 

the subject thor- 

oughly, comprehensively and authoritatively, and is profusely illustrated with 
diagrams, pen drawings and photographs. 


The contents of this book is a revelation, as it comprises the experiences of 
a life spent in the execution of original and artistic display settings by the 
country’s foremost draping authority. 


It is written in a way to be of equal value to the student or professional. It 
tells you just what you want to know, just how to make the popular drapes 
so essential to modern display presentation, how to handle fabrics without 
injury or soiling, goes into detail on how to proceed, shows by diagram the 
various steps, and then illustrates the finished drapes by actual window 
photographs. 


Substantial cloth binding, 128 pages—size, 74%x10%. Order your copy 
now. It will prove invaluable as an instructive guide or reference book. 
Remember that the opportunities in any specialized calling depend upon 
one’s intimate knowledge of the art and skill involved therein. Draping is 
a prime essential of modern window display embellishment, whether or not 
you have availed yourself of its advantages in your own display work. 
Therefore, endeavor to learn the principles of the draping art, because you 
may be called upon at any time to incorporate it into your own work. 
Jerome A. Koerber knows his subject and imparts it intelligently, simply 
and thoroughly through his book The Art of Draping. It should be avail- 
able at all times for study and reference, and you can have your own copy 
now at half price, only $1.50. 


Thousands of copies have been sold, and there is every reason to believe 
that this book has been instrumental in the great revival of display draping. 
Every displayman-decorator will find the ownership of this book a profit- 
able, educational and permanent investment. 


Now $1.SO Postpaid 





rice $3.00, and a year’s subscription to The Z 0 
Combination Offer: PeprAy WORLD, regular price $2.00, a total $ 3 x 0 


A copy of THE ART OF DRAPING, regular 


$5.00 value, for a limited time only, both for 











Supply is Limited 
ORDER NOW! 


SPECIAL $1.50 ORDER BLANK 











THE DISPLAY PUBLISHING CO., 
1209 Sycamore Street, Cincinnati, Ohio. 





The Display Publishing Co. 


Publishers 


1209 SYCAMORE STREET 
~ CINCINNATI, OHIO 


Gentlemen: 
at the special rate. 


WAI. cs cuca cast & 


NOTE—Add 10c to Checks for Exchange 


Enclosed find money order for $1.50 
for one copy of KOERBER’S ART OF DRAPING 
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Above, Showing of Auto Accessories Suitable for Gifts; Below, Sleds, Wagons and Velocipedes; Same Setting in Each Display 


Holiday Settings Boom Hardware 


With These Colorful Backgrounds to Arrest Attention Interest in 


a 


Merchandise Shown Emptied the Windows Repeatedly 


3y HERBERT MERRILL 
Display Manager, Smith-Winchester Co., Jackson, Mich. 


AST year during the holiday season I| in- 

stalled three windows which created a 

ripple of interest, and, pleasingly enough, 

on th part of the boss. A good window 

from the boss’s standpoint is always one 

which produces a volume of sales, and the first thing 

that I might say about these windows is that they sold 

more holiday merchandise than this store had ever sold 

before. Our sales on the articles displayed were over 

double what they were before, and, of course, the boss 
was highly pleased. 

The color scheme in the background was red, 
green and white. The white of the background was 
made entirely of cotton sewed on tarleton for stiffness, 
and was sprinkled with ground mica to give it the 
glistening snow effect. Over this, as you will see, was 
the red garland roping intermingled with holly sprays 
and poinsetta vines, and in the center background of 
each was an illuminated holly wreath. A large candle 
in each corner of the background helped to lend a 
Christmas atmosphere. The foreground of the win- 
dows was also of cotton with a spray of poinsetta here 
and there among the merchandise. 

The windows were installed about December 1 and 
the merchandise in each was changed three times 
before Christmas. After the first week daily changes 
were necessary because the window pulled so that our 


stocks of some items were constantly being depleted 
and substitutes had to be made. 

The photographs fail to show the two big features 
of the windows—color and light. These features were 
so strong that one could not get within a block of our 
store without being attracted. 

We don’t like to boast and brag about the things 
we do, because we are not all like Andy Gump, but 
while these windows were in men who have traveled 
over the whole United States put themselves out to 
come in and tell me how impressive they were. 

A considerable amount of time was necessary to 
get the background ready, but the volume of sales 
which we enjoyed made up for this many times over. 





PRICE CARDS AND HOLDERS 
A line of changeable price cards, together with standard 
frames, is claimed to solve the retailers’ price ticket problems. 
It is called the SEZIT line, and comes in special assortments 
to meet the requirements of various classes of retailers. The 
Davis-Smith Co., 173 Newbury Street, Boston Mass., are the 
manufacturers. : 





E. F.. Swank, formerly display manager for the Boston 
Store, Muncie, Ind. now is engaged in the same: capacity 
for the Auspach Co., Muncie. ; 





E. H. Furman, formerly assistant display manager for the 
Brown-Dunkin Co., Tulsa, Okla.; has been named display 
manager for Caheen Bros., Inc., Birmingham, Ala. 
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Weave a Plot Around Your Wares 


(Continued from page 21) 


of their intrinsic appeal. From observance of the 
interest which they created we awoke to the possibilities 
of wall paper. This is a type of merchandise which 
is considered difficult to handle because it is stiff and 
unwieldy.. But there is no good reason why its color 
values cannot be brought out as effectively as those of 
fabrics provided care is taken in draping the papers 
so that the ugliness of the rolls is concealed. We 
brought it straight down from the ceiling and it made a 
strikingly attractive showing. 

Human interest is sought so often just now and so 
artful are merchandisers that scarcely any event of con- 
sequence escapes their vigilance. Not all of these meet 
with the response that is desired for after all the masses 
are not concerned with frills. But let your sales pro- 
moter hit one of the subjects which vitally concern the 
rank and file and he opens the way to huge merchandis- 
ing accomplishments. In our own store one of the 
most successful events of this character was a toilet 
goods show which was “whooped up” by all the media 
at the house’s command, and the windows and interior 
displays more than held their own in the contest. 

For three days one floor was given over to an ex- 
position in which over thirty manufacturers partici- 
pated. Women came in thousands to hear the beauty 
secrets that representatives of these firms revealed. 
Beauty! What woman does not crave it? We had 
fanned their interest with advertising that harked back 
to the days of chivalry, had heightened it with double- 
page spreads in which the manufacturers part in the 
show was announced and cinched it with attractive win- 
dow displays. The result was a show that brought out 
7,600 women the first day and added 14,000 more on 
the next two days. 

Another interesting stunt in which windows and 
special attraction devices were used was built around 
“Pied Piper” shoes for children. What youngster in 
the grade schools is not familiar with the legend of the 
great piper of Hamlin, who first charmed the rodents 
of his home town to their destruction and then when 
denied his compensation lured the children away through 
the mountains to fairyland? 

We capitalized this interest in a cut-out of the 
“Piper,” followed by wax figures of children and then 
we planned a celebration in which the youngsters of 
Fort Wayne took part. Paper hats and souvenirs and 
a real live “Piper” made up the show, and the conse- 
quence was an unexample interest in shoes for the little 
folks. 

It’s true that limitation of merchandise causes the 


vision to focus upon one set item, yet if merchandise ° 


is properly displayed in units and not crowded, you 
have an all compelling window and one with more 
interest to it. 

I have reached a happy medium in the amount of 
goods to be displayed, neither thick nor thin, and just 
the right amount of decorations to attract and not to 
detract. 

Christmas times we find motion displays of great 
benefit, especially in creating the Christmas spirit, 
and occasionally displays of magnitude are used most 
effectively. 


THE DISPLAY WORLD 53 






received from our mills a 
new range of attractive, easy-draping 
fabrics for beautifying your windows. A few timely 
suggestions : “i 

V elours—Rayons—Floor Cloths 


Write for Samples NOW! 


MAHARAM TEXTILE CO., Inc. 


107 WEST 48TH ST. NEW YORK CITY 
N. B.—Display Fixture Houses Desiring a Side Line, Write for Plan 











DOUBLE Yori TURN TABLES | 


DisPLAY «> SELL MORE GOODS! 


Electric cost 3 cents per day—Capacity over 100 Ibs. 
Fully Guaranteed—Write Today. 


By isers” ELECTRIC WINDOW SALESMAN CO. “ sSestoa 


DIRECT FROM OUR FOREIGN FACTORY 
SHOW CARD AND LETTERING BRUSHES 
Set of ten finest pure,|Set of six Ox Hair Lettering 
Red Sable Show Card | Brushes; 2 to 12.......... en 
a ee ..$4.40 | Combination offer, set of 9 Show 
Set. of eight finest French | Card and Lettering Brushes, 6 Ox 
Camel Hair Quills....$1.85 | Hair Letterers and 3 Red Sable 
Gold Leaf, per pack.. $9.45 | Show Card Writers’ Brushes. $2.25 
COMMERCIAL TRADING CO., 925 Broadway, New York City 
All shipments sent Parcel Post and Insured at our Expense. Terms 

Money Order or C. O. D 














Write to us for other items. 








The F'ountain Air Brush 


For Show Card and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 20,000 Users 


== 





Write for Catalog 52D 


Thayer & Chandler 


CHICAGO 





913 Van Buren, 














Do Us the Honor of Putting Us Last 
When You Get Quotations on 


WINDOW DISPLAY FABRICS 














Then Compare! 
1123 Broadway, A. SOLOMON New York City 
DECORATIVE PAPERS sus, 





AND CARDWRITERS’ SUPPLIES 
BECKER SIGN SUPPLY CO. | 


Baltimore and Front Sts., Baltimore, Md. 













SPECIAL ~ CHARLESI 
FEATURES ENEMA 
FOR tog Fre ifaw ve Bet 
WINDOW Scream cmos Spalent, 
DISPLAY unch Lights and Window 
LIGHTING SSE he Sec. 
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Shall This month we carry the largest amount and others of like size have no organized display bodies. 
Europe of display club news that has ever ap- Americans could profitably emulate the European’s col- 


Outstrip Us? peared ina single issue. This is a hope- 

ful sign not only in demonstrating the 
ability of club officials as correspondents but also in af- 
fording convincing proof that the local bodies are 
awake, and working consistently and collectively toward 
greater objectives. 

When it is realized that in Great Britain the national 
display organization is scarcely seven years old, that 
most of the great cities now possess local bodies, many 
of them on a strong and secure basis, and that across 
the North Sea the Germans have constructed a strong 
federation of district bodies with over 2,000 affiliated 
craftsmen which is making itself a powerful factor in 
German merchandising, the need for greater American 
activity becomes apparent. That America, which early 
took the lead in the development of the window, should 
find itself all but outstripped by couritries much inferior 
in resources and in wealth, is surprising and disquieting. 
Certainly the value of the local display body and the 
worth of the national association as a clearing house 
for ideas has not been made patent. 

Another interesting phase of this month’s news is 
the vigor of the western clubs. In display contests and 
in organization zeal, the west is gradually gaining the 
ascendancy. This does not mean that the eastern dis- 
playmen are losing their genius or receding in ability, 
but simply that very frequently their resolution into 
mere cogs of a great merchandising machine prevents 
them from participating in trade events as frequently as 
their western brethren. 

To this handicap must be added the “temperament”’ 
which sometimes causes the eastern display manager to 
regard himself too lofty in attainment to rub elbows 
with his less successful fellows. 

Perhaps this is the reason why eastern display clubs 
languish and why such great cities as Philadelphia, Bal- 
timore, Washington, Harrisburg, Pittsburg, Cleveland 


lective interest and enthusiasm in furthering their art. 


and opportunities. Less politics and caste in American 
association activities should go a long way in attracting 
the rank and file of the display profession to really help- 
ful and cooperative effort. 





Numbering Alfred Fantl, eminent merchandising 
the expert, in a recent New York address 
Windows presented a window idea that should 

have the serious consideration of all 
those concerned with display progress. It is a well- 
known fact that there is not sufficient coordination be- 
tween store advertising and selling and that this fact 
crops out most keenly when a customer enters a de- 
partment store and asks to see or purchase merchan- 
dise displayed in the window. 

“For varied reasons many of the department store 
sales people do not keep fully posted on what the store 
is displaying in its windows,” said Mr. Fantl. “When 
a customer comes into a department and asks to see 
displayed merchandise it is frequently necessary for 
the sales clerk to have the customer point out the 
goods in question right from the window. When, for 
example, the department is on the eighth floor and the 
goods on display in a ground floor window, it is ob- 
vious that the trip involves a strain on the good nature 
of the customer and a loss of time for the sales clerk 
and hence for the store.” 


He then suggested as a means of getting around | 


this inconvenience numbering of the windows in in- 
conspicuous fashion with a distinguishing mark for 
the most prominent window. The customer would then 
be able to tell the sales girl in exactly what window 
she saw the goods. The clerk would then refer to 
the chart closely and offer the customer the dupli- 
cate of the displayed merchandise. 
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This is such a simple change and offers so many 
benefits that it would be surprising if the idea were 
not adopted by a large number of enterprising execu- 
tives. 





A Goal Another year draws to a close, and, with 
for the rapid approach of the next span of ac- 
1927 tivity there is a tendency to check up on 

the errors of the expiring year and plan 
more efficiently for the future. - 

During 1926, Niagaras of ink and tons of paper 
were consumed in discussing the problems of mer- 
chandising, and window advertising more than held 
its own as a leading factor in selling. With increasing 
confidence, manufacturers turned toward the window 
as a reliable route to quick sales. Contests were more 
numerous and reached new standards in extent and 
prize awards. Schools made greater headway; more 
progressive leadership came to the fore in organized 
circles; display clubs showed increased vigor; Na- 
tional advertisers, for the first time, came into posses- 
sion of a comprehensive survey of retailers’ reactions 
to window campaigns. 


All of these changes point to the unfolding of 


display and its advance as an advertising medium. 
In this trend lies great opportunity—and profound 
peril. The ability of the average displayman to 
adapt himself to the changing order is being tested. 
If he can become an advertising man as well as a 
“trimmer,” display will sweep on and up; if he misses 
the full import of the change, the progress of the 
profession may receive a serious setback. 

American display is old enough to emerge from 
the cocoon and become a full-fledged butterfly. 
Wherever the display field is new, art is its entering 
wedge, a handy implement at the time, but needing 
something more substantial. English displaymen are 
now harping on the need for “personality,” or in- 
dividualism that will make the display stand out 
above its neighbors. Unconsciously they are ad- 
mitting that the same monotone of beauty which has 
shed itself over American windows is beginning to 
cloak their work. All of the windows having stepped 
forward, the competition remains as keen as before. 

There is need for a technique that will put into 
the extremely costly space occupied by the window 
the same appeal which the copywriter confers upon 
his product. Retail advertising may be in a- rut; 
many of its critics are attacking it ruthlessly. But, 
notwithstanding its defects, it maintains a “come 
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hither” appeal that is decidedly effective. The same 
quality is not always found in the window. 

There is room for a system of arrangement and 
installation that will add to the featured wares a sell- 
ing message. There is a tremendous opportunity for 
show card development. 

While the national advertiser’s display runs long 
on copy and poster panels, it is short on merchandise. 
The retailer reverses his policy and stresses merchan- 
dise while “soft-pedaling” copy. A compromise is in 
order. The crying need of retail display is good sell- 
ing copy that can be worked into merchandise show- 
ings without loss of prestige or artistry. 





Sees Window’s. 
Power on 
The Increase 


“More and more the shop window 
of today is coming into its own as 
a metropolitan asset and attraction,” 
says a recent issue of the Christian 
Science Monitor. “Without its potent charms the 
rigors and requirements of a city promenade would 
be a dreary test. It serves to soften the stern sur- 
roundings of stony pavements and walls with its gay 
and colorful tale of invention and progress, and it 
lifts thought out of the ordinary run of everyday 
things into worlds of fresh fancy and ardent adven- 
ture. 

“Out of the chaos of the old order of window 
display, where most everything in the shop but the 
cash register and the cat were crowded against the 
plate glass front, has come a highly specialized and 
altogether accredited form of craftsmanship known 
as window dressing. The clever young men and 
women engaged in this new kind of showmanship are 
recognized by the advanced shops and establishments 
of today as a very valuable asset, as directly respon- 
sible for establishing that subtle cachet and counter- 
sign so essential in capturing a desired clientele. Via 
the shop window the prospective client most often 
makes his mental reservations pro and con, and whether 
or not he or she passes within for further investigation 
depends largely on the good impression established on 
the curb. 

Perhaps the art of window dressing has reached 
a higher water mark on Fifth Avenue than anywhere 
else, not so much in the quality of the merchandise 
as in the skillful manner of presentation. Here the 
large New York establishments with their rows of 
huge plate glass fronts running up to one or two 
dozen in number have evolved settings and fixtures 
(Continued on page 61) 





Christmas and New Year’s are the outstanding holi- 
days of the year in their appeal to the human heart. 
What can possess more glamor than the memories of 
childhood, and the legends of St. Nicholas, Kriss Kringle 
and the magic journey of Santa’s reindeer? What can 
afford greater pleasure than the joy which the little folks 
find in this annual return of the fabled king of toyland? 
In the background are the.legends of the Yuletide, the 
festive rites of our Saxon ancestors, and the faintly 
gleaming Star of. Bethlehem, its radiance discernible 
through the mist of centuries. 





TO ALL THE DISPLAY WORLD FAMILY WE WISH MERRY HOLIDAYS 


New Year’s Day is that supreme moment when we 
pause to take stock of ourselves and to pledge our efforts 
toward higher goals and more worthy purposes. No 
other day so forcibly brings to our attention our failures 
and our shortcomings. It is a day for meditatidn and 
resolution, a day for the revival of idealism. 

In remembrance of their significance we extend to The 
DISPLAY WORLD family our wishes for mersiness 
and good cheer at Christmastide and a contemplative New 
Year that will call them to greater standards of service 
and to Joftier summits of attainment. 
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The Place of the Pictorial Panel 


It Is the Most Modern Conception of a Form of Writing as Old 
as History and Invested With Eye-Arresting Values 


By FRANK DODSON 
Display Manager, Woolf Bros., Wichita, Kansas 


ICTURE writing was the earliest medium 
of expression known to man, its origin 
being the natural outcome of the necessity 
for records. In idealized form it lives to- 
day in the cumbersome Mongolian alpha- 

bet. It died out not from lack of clarity, but because it 
called for a different symbol for each object described. 
Notwithstanding its inefficiency as a means of commer- 
cial and social intercourse, the picture remains the best 


and most attractive vehicle of explanation, 

The picture in colors possesses even greater value 
in arresting attention, and that is why the alert card 
writer should use it frequently, not only to insure the 
passer’s attention, but to impute to his wares the rich- 
ness and brightness which his oils express. In the ac- 
compayning ilustrations I show a group of cards in 
which pictorial panels and decorative shields in bright 
colors on brown board produce striking effects. 





All of the cards, with the exception of the center unit below, are by Mr. Dodson. The exception was executed by Don Rogers, 
Selig’s, Indianapolis. This shows a raised figure mounted on mat board. 
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ere 1927 with Big Savings. Dilips: | 
January Sale Bulletin ready for you! A 
host of wonderful values with hundreds . 
of savings on the very items you need 
every day in the year. : 


£3 ! 
~ Write for your copy TODAY o 











As the year draws to a close, Daily's “Perfect Stroke’’ Brushes and Supplies 
win new honors and are accorded a higher measure of praise. 


They have made good this year, as in every year past, by reason of steadfast perform- 
ance and enduring qualities. And we give you our pledge and promise that they will be even 
better in 1927. 


S Ze Bert L. Daily and His Entire Organization i 
d | Wishes Everybody Everywhere an Old Fashioned | 


Fertect iteake \_ Merry Christmas and a Happy New Year} 


BRUSHES avo SUPPLIES 


126 TO130 : e DAYTON, 
E.THIRD ST. e OHIO. 
and Supplies 


Ohe House of Fertkct Stroke Brushes 

















Put the Snap of 
Attractiveness in Every 
Window or Store Trim! 


Produce your display material with Paasche Airbrushes. 
It will attract and convince the passerby—make busi- 
ness hum. . 


Paasche Airbrushes are guaranteed to meet your re- 
quirements for better displays. Write today for a 
catalog. Let us tell you what the Paasche Airbrush is 
doing for hundreds of other stores. 


ll Zaschy Mirbuush be 


1902 DIVERSEY PARKWAY CHICAGO 
New York 
54 Dey Street 


Los Angeles 
411 Douglas B'dg. 





~ 


CHMoward Hunt Pen Co. Camden, WI 454 UW 12-Gray 


Aarufacturers.... Endish ordow fillad by Hann ©. Butler , ston Mill; Nowordon, England... Distridutors'. 
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Conn Displays Have Twofold Purpose 


Noted Band Instrument House Seeks to Acquaint the Public With 
Their Product and to Designate Its Point of Sale 


' By W. K. GRIMM 
C. G. Conn, Ltd., Elkhart, Ind. 


EALERS’ display windows serve two purposes 
in the sales scheme of C. G. Conn, Ltd., band 
instrument manufacturers. First of all, they 
attract attention to the company’s product on 
the part of those who have not otherwise been 
reached; secondly, they tell the reading public 

where it can get the instruments advertised. While the fac- 
tory can exercise no direct control over the dealers, except- 
ing, of course, the thirteen factory branches, nevertheless, 
excellent cooperation has been secured, and the window 
campaigns are a recognized and systematized part of the 
advertising program. 

Each of the two results enumerated above is reached in 
a separate manner. To attract attention novel instrumental 
displays are prepared at the factory and these are circulated 
from dealer to dealer. For the national advertising tie-up, 
enlargements of the advertisements are used, and contests 
with attractive prizes induce the dealers to greater efforts at 
original methods for including the advertisement or its theme 
in their windows during the time it is current. 

Of the first method the niost outstanding recent example 
was the showing of the world’s largest playable sousaphone 
grand. This was built in the Conn factories and is now 
appearing in one-week stands in the show windows of the 
various dealers. The monster instrument never fails to at- 
tract attention, and with it are displayed standard models, 
together with photographs of artists who use and endorse 
Conn instruments. 

At present, also a number of special display sets are going 
the rounds. These sets include saxophones, trumpets, trom- 
bones, drums, and other instruments, all specially finished 
for display purposes. Gold, silver and other metals are used 
in plating, some being oxidized to obtain new effects. Many 
are set with pearls and other jewels. These instruments 
always collect a crowd wherever they are shown, and .the 
name of Conn is inevitably driven home. 


There may be some question as to the logic of these 
special displays, which include no regular stock items what- 
soever. The musical instrument business, like other busi- 
nesses, has certain individual characteristics, however, which 
make these displays both desirable and successful. There 
can be no new body styles, as there are in the motor car in- 
dustry, to attract the passerby, and certain other standard 
avenues of appeal are closed to the manufacturer of instru- 
ments. Hence these unusual displays are called into service. 
The special finish impresses the onlooker with the expert 
workmanship and careful inspection, which are the pride of 
C. G. Conn, Ltd., and this is an important point. Conn is the 
largest manufacturer of band instruments in the world, and 
it is necessary to overcome the tendency to associate inferior 
quality with mass production. 


The second of the two purposes which the dealers’ win- 
dows serve is found in the national advertising tie-up. At 
intervals, coinciding with the appearance of our magazine 
advertising, a concerted effort is made to have every show 
window throughout the country reflect the theme of that ad- 
vertising. These displays are created entirely by the dealers, 
the only help from the factory being copies and enlarge- 
ments of the advertisement in question. 

In addition to these two types of display of more or 
less national aspect, there is a third way in which the win- 
dows are used for a special purpose. This is in tieing-up 
to the appearance in the city of nationally known artists or 
organizations who use Conn instruments. Conn products are 
advertised as the “Choice of the Artists” because the vast 





Conn Display by The Hunleth Music Co., St. Louis 


majority of outstanding musicians use and endorse them, 
and this important point is not overlooked. 

For example, when Sousa’s band plays an engagement 
in a city, the dealer’s windows for a week before announce 
the fact that Sousa’s band uses Conn instruments. Photo- 
graphs of the band, its leader and its solo artists, together 
with excerpts from endorsements given by them, are used 
to the utmost advantage. Important instrumental acts in 
vaudeville receive similar treatment at the hands of the 
dealers, and the impression made by the musicians is thus 
turned to advantage for the Conn distributor. 

Numerous cut-outs and other dealer helps of that nature 
are provided for dealer use. In order to impress the retailer 
with the value of these helps, the company makes a small 
charge for them—generally less than half of the actual cost. 
It is the belief of C. G. Conn, Ltd., that this procedure assures 
advantageous use of the display and results seem to confirm 
this belief. 





THE THIRD DIMENSION IN DISPLAY 

Do dimensions count in display? The national adver- 
tiser who has never faced this question will find a new twist 
to an old subject in the illuminating discussion of their rela- 
tion to the window contained in the latest pamphlet dis- 
tributed by Old King Cole, Canton, Ohio. Arguing that to 
height and breadth must now be added depth, the writer sets 
out that a distinctive permanent display feature with the ap- 
pearance of solidity and value is more effective in repetitive 
advertising than the less substantial medium that relies merely 
upon illustration and color for its appeal. He insists that a 
statuette which year in and year out calls to mind the identity 
of a product is one of the most productive forms of adver- 
tising. He cites the Victor phonograph dog and the Crosley 
radio “pup” as examples. 





COLEMAN CO. EVOLVES TOM THUMB DRAFT 

The October issue of The Country Gentleman carried a 
double spread advertisement of Coleman Gas Préssure Ap- 
pliances which the company’s executives thought would make 
splendid display material. To get it into the dealers’ win- 
dows and to bring it to their attention a unique plan was 
adopted. A “Customer’s ‘Tom Thumb’ Draft” was printed 
and supplied to jobbers’ representatives which bound these 
salesmen to pay on demand the sum of five cents to the re- 
tailer. With this the latter was expected to purchase a copy 
of the current magazine, from which the double spread was 
to be taken for display usage. 
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Concerning Our Contributors 
(Continued from page 3) 


W. F. Sedgley, the next contributor, is identified 
with the Owl Drug Co., and, as such, is thoroughly 
acquainted with drug merchandising and the purport 
of Owl window display. 

E. J. Short, whose articles appear monthly, is a 
displayman and background artist of high ability. 
His background sketches have long been a feature of 
The DISPLAY WORLD. 


Albert H. Sampson is manager of the advertising 
and sales promotion department of the White & 
Wyckoff Manufacturing Co., Holyoke, Mass., and 
knows from personal experience the efficiency of sta- 
tionary displays. 

Arthur S. Roberts is identified with the Joseph 
Katz Advertising Co., of Baltimore, which supervises 
the Middishade Company’s advertising. He reported 
their window advertising contest. 

R. C. Balzer and F. M. Lonberger are card writers 
of distinction. Mr. Balzer is a former IIlinoisan now 
living at Jacksonville, Fla. Mr. Lonberger now occu- 
pies the position at the Kespohl-Mohrenstecher Co., 
Quincy, Ill., which he once held . 

Paul L. Wertz, with the A. Livingston & Sons 
store, Bloomington, Ill., is vice-president of the 
Bloomington Display Men’s Club and thoroughly in 
touch with this body’s development. 

Mrs. S. W. Gerhard is connected with the adver- 
tiisng department of the J. R. Millner Co., Lynch- 
burg, Va. 

Annebelle Burdick and J. Duncan Williams, who 
report New York and Chicago window trends, are 
The DISPLAY WORLD correspondents in these two 
cities. Miss Burdick: has long newspaper and trade 
journal experience and an intimate acquaintance with 
the display profession. Mr. Williams is well known 
throughout the country through his work for the 
National Association of Retail Clothiers and Furnishers. 

Each month the list of contributors presents as 
diversified and yet as able a group. The stories which 
they pen, as a rule, are narratives of their own ex- 
periences, and, taken collectively, constitute a reliable 
road map to more effective and more expansive dis- 
play. 





“TRUDIE” PAINTS “LADY OF LIGHT” 

When Miss Gertrude Ederle, conqueror of the English 
Channel, appeared at the Radio and Electrical Show at Kan- 
sas City recently she found among the exhibits the “Lady of 
Light” booth presented by Curtis Lighting, Inc. This wax 
model, shown in a striking’ setting of moving colorlight, in- 
terested her very much, and she was quick to accept an invi- 
tation to experiment with the color combination “painting” 
made possible by the Curtis special keyboard. 





KENYON JOINS BATTEN AGENCY 


F. C. Kenyon, Jr., formerly sales protmotion manager for 
Congoleum--Nairn, Inc., Philadelphia, has joined George 
Batten Company, Inc., advertising agents, as account execu- 
tive. Mr. Kenyon has been actively interested in the Win- 
dow Display Advertising Association, as he is a firm believer 
in. the sales-value of the window medium. 
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IMMEDIATE 
DELIVERY 


Flood - O- Lite Jr. 
SPOT FLOOD LIGHT 


We are prepared to make prompt 
shipment on all orders for 


FLOOD-O-LITE JR. 


so that you may have this popular 
Spot-Flood light for your 


Christmas Windows 


FLOOD-O-LITE JR. is an invest- 
ment that pays big dividends in 
extra sales and profits at Christmas 
time and throughout the year. 
Fully guaranteed for a lifetime ot 
service. Will not crack, peel, tar- 
nish or discolor. 


Furnished complete ready to attach. 
Equipped with combination base which 
provides a 7-inch weighted portable 
base for floor use or a 3-inch flange base 
for attachment to wall, ceiling or tran- 
som bar. Furnished with guaranteed 
STERLING Reflector, four color-lites 
and attachments, 5-foot cord and. sepa- 
rable plug for connection to any ordi- 
nary electric light socket. Unit can be 


easily and quickly assembled. Finished ~ 


in rich Indian Brown Enamel. 


Price complete... $1 5.00 
Reflector & Illuminating Co. 


Representatives in All Principal Cities 


1403 Jackson Blvd. Chicazo, U.S. A. 
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Display Puts Life in Our Trade Drive 


December, 1926 


By Using Motion to Attract Attention a Juvenile Auto Race 
Is Made Interesting and Eventful to the Grownups 


By M. R. HILLER 
Display Manager, F. A. Empsall Co., Watertown, N.Y. 


Y firm is carrying on a drive for patronage, 
and building good will through an appeal 
to childhood. If the good will of the 
youngsters can be gained, it is, of course, 
certain that their elders will flock along be- 

hind them. To get the little folks interested in the store 
it -was planned to launch a trading contest in which 
votes’ were given with purchases. The purpose was to 
boost our basement department so basement purchases 
alone are compensated in votes. 


The old form of contest was altered in this fashion: 
An auto race takes the place of the old balloting process, 
and twenty-five miles are awarded with each twenty-five 
cent purchase. 

The stake is a handsome toy “Packard ‘8’ Auto,” 
built just like the real thing and carrying a one-man 
top. It was neat enough to stir the kids of the com- 


munity, and it has. In getting it before them, the old © 


rule of “when in doubt, turn to the window,” was again 
called into play. “Give us something lively to get this 
thing started” was the gist of the “boss’” request. It 
was up to me to bring it before the public in the most 
realistic way possible. 


The only feature I could thing of was to put the car 
in motion, which I did by building a platform eighteen 
inches from the floor, on which I installed two sets of 
rollers, rear and front, which were practically hidden 
from view in the center of the platform. I raised the car 
then the distance of the hub to the rim of the wheel so 
as to take its weight off of the rollers just allowing the 
wheels to touch. Through this plan they were kept in 
motion continuously. The headlights, tail lights and 
dash lights were all lit from a transformer. 

My assistant overheard two men discussing the 
merits of the car and they were quite sure it was run- 
ning on its own power, until finally one of them dis- 
covered the rollers. 


Dolls were not moving very fast so one day the 
buyer came to me and said he would like to have me 
give him a window, one that would be appealing and 
bring in the purchasers. I set out to work to think out 
something that would have enough snap and vim to 
“deliver the goods.” I concluded to catch the children’s 
eyes first by installing something movable, and I hit 
on the idea of a doll’s carnival. 

To mimic life in the miniature always creates 
interest. The lack of reality which attaches to such a 
creation and the satire on adult activity which it im- 
plies brings the grown-ups with as much speed as the 
spectacle alone excites from the young. 

With ‘the idea formed the execution was easy. I 
fashioned a small booth where I installed a doll as a 
ticket seller. Then a small aerial swing was built with 
seats for a number of small dolls and this was used as 
the attraction device. In an opposite corner was a large 
doll at a writing desk. The ticket-booth flanked the 
swing on the right and on the left was a set of steps 
that led to a “side show.” Here another doll was “bark- 
ing” while back of it was a “canvas” on which was 
painted “See Tootsie, the famous walking doll. In our 
dollhouse.” 


As the swing rotated, it stopped the crowds which 
read at its base this bit of copy: “You can go round 
and round, but a better selection of dolls cannot be 
found.” Dolls posed in standing positions, seated in 
chairs, nestling in tiny cradles and emerging from 
bandboxes, were scattered about. The effect was 
bizarre and the results were pleasing. 

The swing, when revolving, made a five-foot circle. 
Tinsel was used to hold the chairs to the hangers, also 
drapes around the top with small colored Christmas tree 
ornaments. Colored light was then thrown on which 
produced a wonderful effect when the swing was in 
motion. 





Left, Mr. Hiller’s Toy Display, Giving Publicity to Empsall’s Juvenile Auto Race; Right, A Thanksgiving Linen Window 
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Stevens Spread Winners Named 


Successful Contestants Include Displaymen of 
Metropolitan Stores; Seaman Is First 


HE Stevens Manufacturing Co. has announced the 
following prize winners in its $500 prize contest 
for the best window displays of Stevens Spreads. 
The first contest occurred between March 1 and 

October 1, 1926. 

First Prize, $200.00—Robert S. Seaman, Genung, McArdle 
& Campbell, Mt. Vernon, N. Y. 

Second Prize, $100.00—M. L. Hoffstadt, The People’s Store, 
Charleston, W. Va. 

Two Third Prizes, $50.00Each—George F. Eckardt, Fow- 
ler, Dick & Walker, Wilkes-Barre, Pa., and W. Bartikoski, 
First Street Department Store, Duluth, Minn. 

Ten Fourth Prizes, $10.00 Each—(1) John H. Gray, Ran- 
som Dry Goods Co., Coshocton, Ohio; (2) Albert S. Grover, 
E. V. Edwards & Sons, Rochester, N. Y.; (3) Earl P. Klep- 
pinger, Mercer B. Walker Department Store, Beatrice, Neb.; 
(4) J. J. McMillan, manager of J. C. Penney Co., Mt. Car- 
mel, Pa.; (5) Joseph J. Ralph, “The Nonpareil,’ Sacramento, 
Cal.; (6) Wm. A. Mcormick, The Boston Store, Chicago, 
Ill.; (7) R. E. Jones, Gimbel Bros., Inc., New York City; 
(8) Walter L. Hereman, Ziesel Bros. Co., Elkhart, Ind.; (9) 
Paul Hurivitz, Sweitzer’s, Inc., Lewiston, Mont.; (10) Henry 
A. Remillard, McAuslan & Wakelin Co., Inc., Holyoke, 
Massachusetts. 

From Duluth to Tampa, from Los Angeles to New York, 
display managers took advantage of this contest to create 
sales-building windows with Stevens Spreads. 

Stores of every size and character competed. Small stores 
in small cities show up well among the prize winners, and 
the contest attracted the biggest stores, too. The winner 
of the first prize is in a town of a few thousands—Mt. Ver- 
non. Yet Gimbel’s in New York, the Boston Store in Chi- 
cago, and the May Co., Los Angeles, all profited by fine dis- 
plays of Stevens Spreads. 

The letters accompanying many of the photographs entered 
in the contest tell of decisive increases in spread sales dur- 
ing the display. Sales curves jumped in some cases as high 
as 120 per cent. 

Local newspapers gave gratifying editorial notice to 
Stevens’ windows. In one city a half column paid tribute 
to the gorgeous beauty of the Stevens display. 

The points on which the prizes were awarded were: 
Originality of idea, posing and grouping of forms, beauty 
of execution, attention value and sales value. 

The judges were: Gus Henning, editor of equipment sec- 
tion, Dry Goods Economist; I. C. Eldredge, display manager 
of R. H. Macy & Co., and Edward Munn, Franklin Simon 
& Company. 


See’s Window Power on Increase 
(Continued from page 55) 


of remarkable beauty and dignity. Inspired by the 
Fifth Avenue Association, which yearly awards spe- 
cial prizes for the finest windows, and by the endless 
crowds of visitors from all parts of the world that 
throng this thoroughfare daily, the leading merchants 
spare no pains in creating window settings of imme- 
diate and enduring appeal. 

“Recently a large establishment on the avenue, in 
celebrating its centennial, commissioned a celebrated 
French artist to create for its windows a series of 
silver screens which should evoke the various charms 
and conditions of fashionable Paris. Against these 
lovely backgrounds its staff of window designers set 
out in dazzling array the latest fineriés from the French 
capital with such cleverness and charm that a new 
precedent was at once established. 
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“Thirty Shades in 
High Quality 


Art Poster Board 


Wighly Adapted for 
Speed in Both Pen 
and Brush Work 


Jend tor Sample Folder 
crest) Bag? 


OC)iste- we announce the addition of 
our new STARBURST LINE of Poster 
Boards in Six Stunning New Colors 


CHICAGO soxto COMPANY 


666 W. WASHINGTON BLVD. : CHICAGO 
Originators of New Colors and Finishes in Poster Boards - 


Learn to Make 


SHOW CARDS 


ISTINCTIVE, eye-catching show cards 
that greatly increase sales. One of the 
country’s leading show card experts teaches you practical methods 
through simple home-study, spare-time system. Takes only a few months 
to learn. No special ability needed. Store Owners—here’s a way to 
save money and bring more business into your store. Make your own 
show cards. Clerks—clever show cards in demand by your store and 
every store in town. A wonderful chance to double your pay, or go 
into business for yourself. Earn big money in spare time. Write for 
attractive offer and descriptive illustrated free booklet. No obligation. 


WASHINGTON SHOW CARD SCHOOL 
Room 14012-D, 1117-i5th Street; N. W., Washington, D. C. 


























Price Tickets and Display Cards 


We make them in all sizes with single borders, 
double borders, and with gold. bevel €dges. 

Stock sizes, 6-ply white with two~borders. 
114x234..75c per 100 3x5...... 90c per 100 
no ees 75c per 100 4x6.....$1.25 per 100 

| Ae $1.50 per 100 
Other Sizes to Order 
Manufactured by 


R. MARCHETTI & BRO. 


80 FOURTH AVENUE NEW YORK CITY 
SEND FOR SAMPLES 




















The January, 1927, issue will be The DISPLAY 
WORLD’S Fourth Annual Display Review. 
Look for it! 














62 THE DISPLAY WORLD 


December, .1926 


Competition Has Elevated Display 


Window Standards Thrust Upward by Growing Tension in 
Business Insures Professional Status of Craftsmen 


By EARL P. KLEPPINGER 
Display Manager, Walker Dry Goods Co., Beatrice, Neb. 


RESENT-DAY competition in business 
has caused the merchant to use mer- 
chandising methods that a few years ago 
would have seemed absurd and has re- 
sulted in the development of one of his 

greatest advertising mediums—the show window. 
Here is where the displaymen have come in for their 
part of the honors, for today the displayman’s post. is 
one of the most important positions held in any retail 


store. 
Gone are the days of the window trimmer who 


was given a chance in the windows because no one 
else wanted the job. In his place came the man whose 
foresight gave him the chance to develop the position 
now recognized as “display manager,” a title honor- 
ably won by the efforts of those who have been quick 
to discard old methods and bring their displays up to 
the present high standard in the quickest possible 
time. 

The manufacturer of window display equipment 
has kept pace with the displayman and has had much 
to do with elevating him to the position now held. It 
is no longer necessary for the displayman with ham- 
mer and saw to create the settings for his displays. 
It is now possible to obtain decoratives and aids for 
the most elaborate displays at prices within a con- 
servative appropriation and gives the displayman 
more time for planning the events that eventuallly 
lead to greater sales possibilities. No progressive 





Observe Beauty of the Set Piece in this Lingerie Showing 


merchant will overlook this or fail to increase the ap- 
propriation as fast as results warrant. 

The holiday season, now upon us, offers the 
greatest opportunity of the year for getting traceable 


returns through the windows. Something unusual 
should be done to attract attention, as no other mem- 
ber of the organization can do more to increase sales 
at this season of the year. 





Rich Drape of Fabrics Which Shows Mr. Kleppinger’s Style 


As window displays have improved by leaps and 
bounds, so ‘will they continue to improve. Good dis- 
plays in old fronts have built new fronts. New fronts 
in old stores have built new stores and new stores 
have added other floors. 

The displayman must have the right of way. 
Ancient methods must be moved aside. The keen 
minds of those who have obtained the results and 
high standard of present-day displays are still digging 
into the future. By knowing how to incite by graceful 
lines and pleasing colors, the displayman has created 
a desire to buy, to have as one’s own, that which is 
seen in his display. 





BECOMES WINDOW DISPLAY INSTRUCTOR 


Appointment of O. C. MacLeod, head of MacLeod Studios, 
New York, as New York University window display in- 
structor, has been announced by Mr. MacLeod, who says that 
he is teaching a class of fifty students and is providing a 
course that will equip them for work when they graduate. 
Instruction in elaborate, medium and cheap display will be 
given, so that a practical understanding of window problems 
will be obtained and the class will be insured such training 
as will constitute its members competent craftsmen. 





STYLE EXHIBIT COVERS TWO CENTURIES 

Several leading Berlin retailers arranged elaborate dis- 
plays of modern silk, wool, cotton and rayon fabrics at the 
exhibition of styles of two centuries recently held at the 
Berlin Museum of Arts and Crafts. The window trimmer’s 
art enjoyed a much appreciated opportunity to develop some 
unusual combinations of color and symmetry in these inter- 
esting showings. ; 
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Seasonal Openings in Wilmington 


How Merchants of Delaware Metropolis Handle 
United Effort in Launching Buying Drives 
By C. M. DILLON 
Asst. Secretary, Wilmington (Del.) Chamber of Commerce 


ACH spring, through the agency of the Mer- 
cantile Section of the Chamber of Commerce, 
the merchants of Wilmington conduct a united 
opening, covering all lines of fashions and 

utility, instead of each individual merchant conducting 
an individual opening in accordance with his own 
thought as to time and method. 

These events are known here as Spring Display 
Weeks, and usually are held from two to three weeks 
preceding Easter, the time, in a great measure, depend- 
ing upon weather conditions. 

It should be understood at the start that this annual 
event in no sense is intended to be a bargain event, but 
is, wholely and solely, for the purpose of demonstrating 
to the purchasing public in Wilmington and twelve ad- 
jacent counties in four states, which comprise our nor- 
mal trading area, the fact that Wilmington is in a posi- 
tion to furnish the last word in seasonal articles of 
clothing, furnishings, household supplies, etc. . Of 
course, individual merchants may—and sometimes do— 
designate some particular commodity on which a bargain 
price is fixed as a leader, but this is merely an incident 
of the general plan instead of an organized part of it. 

Long ago we discontinued the practice of window 
display contests, which, our experience proved, not 
only failed to accomplish the purpose for which, 
theoretically, they were intended, but resulted in dis- 
satisfaction and jealousy, which has the effect of do- 
ing much more harm to our efforts for coordinated 
cooperative mercantile action than the good derived 
from the effect upon the public. Our merchants have 
evolved instead a spirit of window competition which 
has resulted in a really meritorious aggregation of 
window displays without any of the ill-effects of the 
prize competition. 

The mercantile section, as a group, wiiiebs adver- 
tises the event in every rural newspaper within a ra- 
dius of 100 miles to the west, south and east of Wil- 
mington, where our greatest competition with Phila- 
delphia and Baltimore exists, and the sole object of 
this advertising is to draw the rural shopper to Wil- 
mington. It is the individual merchant’s problem to 
get him into the latter’s own store through individual 
follow-up advertising, both locally and in the rural 
papers. Expense in this connection is paid pro rata 
by the cooperating members of the mercantile section, 
the basis of their assessment being the amount of 
their annual license tax. .This insures that the large 
stores and the small ones pay in proportion to their 
business and not an arbitrary sum which would make 
the burden fall heavily on the little fellow. 

Practically identical events are conducted in the 
fall of each year and are known as Shoppers’ Harvest 
Weeks. The only difference between the two is that 
Shoppers’ Harvest Week is more of a bargain event 
combined with a display of fall and winter goods, and 
replaces individual fall openings. The general method 
of operation in each of these events is the same, 
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We Carry a Complete Assortment of 


HURLOCK’S CARDBOARDS 


For Immediate Delivery at Factory Prices. 


JOSEPH MAYER & CO. 


ane MILL AGENTS 
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THE AIR BRUSH 


adds that distinctive tone to your work. Daily use makes 
it a necessity. 
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See your dealer or send for a catalog. 


yaa aa and again, remember a WOLD 
AIR BRUSH is the Air Brush. 


-.” THE WOLD AIR BRUSH MFG. CO. 
2173 N. California Avenue CHICAGO, ILLINOIS | 











Draws or cuts ovals thousands of 
shapes and sizes from 2%” to 21” 


Guaranteed Absolutely Perfect. 
Thousands of Satisfied Users. 
$2.50 — $3.00 — $5.00 
Order from your dealer or direct. 
VICTOR H. SPILLER CO. 
53 Warren St. Boston, Mass. 
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Securing Atmosphere Through Cards 


Practical Illustrations of Utilization of the Showcard to Produce 
Surroundings for Merchandise Not Conveyed by the Display 


By DON ROGERS 


Display Manager, Selig’s, Indianapolis, Ind. 


UPPOSE that you had a group of arcade 
windows supported by a couple of islands 
and that your backgrounds were of the 
most costly walnut! Suppose that your 
employers were convinced that quality ap- 

parel possessed sufficient charm when shown in this en- 
vironment to arouse the enthusiasm of the most esthetic 
shopper! If you can visualize this situation you have 
the setting for my work and a conception of the circum- 
stances under which I operate in producing displays in 
keeping with a shop catering to our community’s most 
select trade. ; 

Our windows have not lacked in brilliancy and ap 
peal for the richness of the permanent backgrounds 
provide a setting against which our merchandise can 
always be presented with commanding attractiveness if 
handled deftly. Here are the methods which I have 
evolved to fit the case. 

In handling displays I have frequently had recourse 
to bright, metallic decoratives, which used in connection 
with millinery or coats, stand out luminously. So 
powerful have these been at times that they could be 
seen for a square on sunshiny days. When used on the 
arcade sides they have had sufficient lustre to brighten 
up the showing and to pull viewers in off the sidewalk 
for better inspection. 

I come now to my principal theme. I realize the 








Left is the old-style subway card, which contrasts strongly with the refined smaller card in the center evolved to replace it; 





Cut-out Used to Provide Atmosphere for the Fur Display 


need for variety—the touch of newness which prevents 
windows such as ours from becoming static. For this 
purpose I have had fallen back upon show cards. 

Along towards the close of August when the first 
showing of furs was made I tried to work out a plan by 
which the lack of scenic effects could be overcome, while 
a bit of the frigid atmosphere which usually marks these 
windows could be imparted. Mindful of the traditions 
of the house. I found my only outlet through cards. 





at the right is one of Mr. Rogers’ raised figures mounted on the card proper; the squirrel and bluebird are also in relief. 








Decen 


I] 
white 
dows 
ous, 
immer 

On 
connec 
class < 
ment | 
timely. 
that th 
did no 
strengt 
class 
I simp 
and sn 
result 
were i 
and ro: 
increas 

On 
showin 
of ling 
for the 
securec 
lingerie 
show c 


Ne 


unusua! 
trims < 
several 
enginee 
by inst 
—distri 

The 
of floor 
placed 
dows a 
light u 
brought 

The 
window 
phere t 
the day 
is gaine 
ment w 
from th 


Ea 


Five 
showing 
women’: 
store th 
attractiv 
designs 
colors w 

In St 
with flo 
In the st 
nequins. 
played ir 

What 
being sh 
Furnitur 
ings of — 
the stor 
other fu 
Furnitur 
living rc 
things of 














December, 1926 





I had a number of small cut-out polar bears made on 
white wallboard and scattered them through the win- 
dows as price cards. They were small and inconspicu- 
ous, but they.turned the trick. Their sales effect was 


immediate. 

On another occasion I put special cards to good use in 
connection with our basement, “dubbed” the “Subway.” The 
class of trade which we draw does not take kindly to base- 
ment merchandise and it looked as though a bracer would be 
timely. On considering the subject I came to the conclusion 
that the big blatant cards which we used for this department 
did not express the spirit of the institution. If we were to 
strengthen the “Subway,” it must be through appeal to the 
class of patronage which attended the upstairs departments. 
I simply changed cards to the type used upstairs, using neater 
and smaller boards each carrying the store’s monogram. The 
result was that the “Subway” goods assumed a higher tone, 
were imputed a measure of the quality of the upstairs store 
and rose above the standard of the ordinary basement. Sales 
increases soon showed that the change was beneficial. 

On another occasion when the photoplay “Fig Leaves” was 
showing at the city’s leading theatre, we installed a display 
of lingerie, and fell back upon a derivation of the show card 
for the dramatic touch. Going to the local film exchange, we 
secured photographic prints of scenes from the film featuring 
lingerie. We used these in the window with an explanatory 
show card, and had one of our most satisfactory sales. 





New Superlighting Convenience 
(Continued from page 18) 


unusually high and shallow. At times, however, rather high 
trims are placed in the windows, and the merchants, after 
several consultations with their electrical dealer and lighting 
engineer, discovered that they could obtain the best results 
by installing in alternation the two types of window reflectors 
—distributing and concentrating. 

The lowering arrangement does not interfere with the use 
of floodlights for special effects in the windows. These are 
placed behind the valances in the upper corners of the win- 
dows and throw powerful concentrated centerspot beams of 
light upon certain objects in the display which are to be 
brought out in a particularly striking manner. 

The color lighting equipment in the Meier and Frank 
windows enable the merchants to give personality and atmos- 
phere to their displays in a wide variety of ways. During 
the day and night the interest and attention of the passersby 
is gained and held by the compelling effects possible of achieve- 
ment with this flexible lighting equipment. Meier and Frank 
from the beginning have felt amply repaid for their investment. 


Eau Qhaire’s Fall Window Show 


(Continued from page 24) 





Five windows of Samuelson’s were attractively decorated 
showing dresses, coats, silken yard goods, a dainty display of 
women’s undergarments, draperies and art goods. In the 
store the drapery and ready-to-wear departments proved most 
attractive, the former showing many color combinations and 
designs for the home while in the latter an equal number of 
colors were being shown in garments. 

In Stevens, dresses and coats were displayed in the windows 
with floral pieces of autumn flowers forming a background: 
In the store more frocks and coats were being shown on man- 
nequins. At Robert’s shop, new fall garments were also dis- 
played in the window and in the store. 

What’s new in furniture and household furnishings was 
being shown. by A. Leath & Company and the August Hansen 
Furniture Company. In Leath’s window complete furnish- 
ings of two rooms were shown, even a glowing fireplace. In 
the store music from a radio furnished entertainment, and 
other furnishings were being shown. In the August Hansen 
Furniture Company windows were shown furnishings for a 
living room and dining room, and in the store many other 
things of the new mode for the home. 
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You Can Study at Home in Spare Time or Specialize 
At the School Under My Personal Direction 


Bs money. Fascinating 
work. Unlimited field. 
Chance to own your busi- 
ness. Many earn $50 to 
$200 weekly. Easy and 
quick to learn. We teach 
you in your spare time— 
few hours weekly—at 
home or school. Thousands 
‘of successful graduates. 
Original and largest school 
devoted exclusively to this 
profession. Complete, 
thorough-going courses in 
all branches: Sign Paint- 
ing, Show-Card Writing, 


Earn #50 to 200 Weekly 
Poster Designing and Com- 


mercial Lettering. Write for information and Strong’s “Book of Facts’’. 
STRONG’S DETROIT SCHOOL OF LETTERING 


Stimson Ave. Est. 1899 Detroit, U.S. A. 
For 100-page catalog of sign and show-card tools and materials, address Supply Dept. 
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NEW CURMANCO CARD HOLDER 
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QUALITY LITHOGRAPHY 


AT PRICES OF ORDINARY PRINTING 


LUTZ & SHEINKMAN, INC. 


EST. 1896 INC. 1904 
2 DUANE STREET NEW YORK CITY 
WE CARRY “ART BLOTTERS” IN STOCK 














If You Are Not Now a 


REGULAR SUBSCRIBER 
This Order Blank Is 


FOR YOU! 


You’re reading this issue and no doubt have 
found it offers a complete review of modern, 
up-to-date window and store display methods 
and experiences. You can’t get the full benefit 
from The DISPLAY WORLD unless you get 
it regularly, and the cost is only $2.00 per year, 
less than 17 cents per copy. Use this order 
blank TODAY. 


ORDER BLANK 


THE DISPLAY PUBLISHING CO., 
Cincinnati, Ohio. 


Gentlemen: Enclosed find $2.00 for a year’s subscription to 
ica ig iad WORLD, 12 issues, beginning with the next 
number. 
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IMPORTANT 444 10¢ to checks for exchange; 50c addi- 
tional for Canadian and foreign orders. 
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a Display Club Chronicles 











SAN FRANCISCO 
Reported by Milton Bornstein 


A capacity crowd of over’ one thousand merrymakers 
danced and frollicked with the San Francisco Display Men at 
their annual dance and entertainment that was held in the 
Roof Garden of the Hotel Whitcomb on Armistice night. 

They listened to the songs that little Bob Bottomley sang, 
then there was the inimitable Rube Wolf, director of the 
Loew’s Warfieid Theatre orchestra. He was worth the price 
of admission alone. Boy! Oh, Boy! how that man Wolf can 
entertain. 

Then there was our own good member, Mr. Bill Sanford, 
who gave us a song, and then the movies. That was a real 
thrill for the majority. Three hundred feet of pictures were 
taken as they danced. These pictures were shown on the 
screen at the Loew’s Warfield theatre for every show for 
one solid week. 

All the members of the association were in some way 
responsible for the success of the affair, but the extra efforts 
of President Fred A. Gross, E. M. Sanborn, chairman of the 
distribution of tickets, and E. Q. Wilson, secretary, really 
put it over. 

And now that the dance is over all roads point to the 1927 
convention of the Pacific Coast Association of Display Men. 
We, of the San Francisco Association, invite the displaymen 
of the world and feel it will be worth your while to attend. 

Remember San Francisco, 1927! 





SEATTLE 
Recorded by M. M. Charlesworth, Secretary 


On Monday, November 8, the Seattle Display Men’s Club 
held a dinner meeting at the Gowman Hotel at 6:30 p. m. 
After listening to ‘some real live music by Johnny McGuire’s 
Orchestra and “looking after the inner man,” the meeting got 
down to business with Ralph Pfister in the chair. 

The first item on the program was a speech by Dr. Hind- 
ley of the Retail Trade Bureau, and, believe me, he sure put 
across a message that went home to those who do any think- 
ing at all. High spots in Dr. Hindley’s talk were: 

Displaymen who do the most good are those who attend 
the meetings, and they should try to take it out on those who 
do not. 

Interested in and connected with public institutions and 
work for forty years. 

Team work is the essence of all success; this was exem- 
plified before and during the convention in Seattle. 

Have a clear-cut plan, know where you are going, use 
vision and add activity, and success will be your reward. 

Salesmanship is fifteen years behind the standards of dis- 
play and advertising. Salespeople of retail stores need group 
consciousness and organization and an opportunity for self- 
development. How far would the displaymen of the country 
‘go without conventions, trade journals and their meetings 
each week or so? A professional status has been attained 
by displaymen without force. Men saw need of elevating 
standards of work ando oganization; greater need of co- 
operation of salespeople between upper staffs; need of co- 
ordination and education for salespeople. 

The small town problem is trying to keep business at 
home. Reasons why women shop in larger centers are pride, 
exclusiveness and a choice of merchandise, as well as com- 
parative shopping. Small towns should watch trade °ten- 
dencies, and look to less select and more staple merchandise. 
The average small town store discounts display. Windows 
represent a large percentage of rental value. Good windows 
and good interior displays have strong appeal for small town 
buyers. Country merchants must spend more on display; 
must broaden out to increase appeal. Big city displaymen 
should help bring group conscioysness to small town men 
and raise the standard all along the line. Standards are get- 
ting more exacting each season; more preparation stressed. 
Big city men could plan for resale of fixtures and decorations 
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by organizing small town clubs. The biggest real problem of 
of the small town merchant is display, not salespeople. 

The present recognition of displaymen has been won and 
will only be held by hitting the ball. Eternal vigilance is the 
price of safety. Keep your high plane by planning ahead; 
anticipate, not capitulate. It has been hard to gain your 
present position, but it will be easy to lose it. Hold it by 
keeping steadily forward; don’t look back; your last ten years 
is a challenge to tomorrow. Arouse the professional spirit 
in your assistants, and, in spite of everything, stand together, 
bound by one common creed—“Better windows, better busi- 
ness.” 

The entire speech was interspersed with snappy talks per- 
taining to merchandise and its relation to display, and was 
highly appreciated by all present. 

After a hearty vote of thanks to Dr. Hindley, Past Presi- 
dent Wilson was called upon to speak. Now “Jim” does not 
say much, but what he says is worth listening to. His mes- 
sage, in brief, was an outline of his duties when president of 
the Seattle Club and the P. C. A. D. M. The work and re- 
sponsibility fell hard on him, but now he was happy because 
something had been achieved to further the profession. He 
lauded the idea of small town organization, and pointed to 
the large number represented at the recent convention. He 
sounded a note of cooperation between clubs. Mr. Wilson 
noted—and it is a known fact—that it is easier to get the 
displaymen out to perform some work than to get them out 
to meetings or dinners. He expressed his appreciation for 
the work and cooperation the boys gave him before and dur- 
ing the convention, and wound up by stressing the fact that 
every meeting must be full of pep in the future. (I'll say 
they will.) 

After Mr. Wilson’s talk the meeting was thrown open to 
discussion about next year’s work and to decide on the point 
system for the free trip to the next convention. Points will 
be given for new members, attendance, loyalty, etc., and the 
man getting the highest number by next September will re- 
ceive a free round-trip ticket to the convention. What, ho! 
Seattle boys have money, and right after a convention, too. 
You'll hear. later who is leading the race. (No officers al- 
lowed to compete.) 

After viewing some of the photographs from the recent 
convention the meeting wound up about ten o’clock. 

Important Note—At the next meeting Mr. Scharning- 
hausen will preside, appointed by Mr. Pfister, who recently 
resigned from Grote-Rankins when that concern sold out its 
apparel sections and went into furniture with both feet. 





BUFFALO 
Reported by Ellwyn McEachnie 

More than 500 people thronged the ball room of the Hotel 
Statler on Tuesday evening, November 23, for the seventh 
annual Crystal Ball given by the Buffalo Association of 
Display Men. 

The decorations were out of the ordinary. Large lat- 
tices extending over the balcony were entwined with wild 
smilax. The large stage was banked with hundreds of ferns 
and palms, in the center of which was placed a huge crystal 
ball. 

The very excellent music made the guests dance as they 
had never danced before. The affair received very generous 
publicity, both before and after. 

Beginning about a week previous to the Crystal Ball a 
committee chairman’s picture with a brief story was pub- 
lished daily in some one newspaper, and on Sunday, Novem- 
ber 14, the entire group of chairmen was pictured in the 
Roto Section of the Times. The men who were in charge 
were: General chairman, John Fiebelkorn; decorations, E. 
Preston Browder; music, Philip J. Bellanca; tickets, Clement 
Kieffer; reception, Ed O’Dea; features, John Wolfgrueber; 
publicity, Ellwyn McEachnie. 

SHARON, PA. 
Reported by Jack Snedden 

November 3 was a red-letter day in the history of the 
loca cub despite the fact that Sharon always has something 
of interest on tap. It marked the arrival here of W. Z. 
Coy, member of the executive committee of the I. A. D. M. 
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and assistant educational director of the national organiza- 
tion. 

A luncheon at the Elks’ Club was tendered Mr. Coy, 
after which his party motored to Youngstown to inspect the 
new Strouss-Hirschberg store. Display Manager Morris 
L. Black escorted Mr. Coy and his company through the 
store, after which they returned to Sharon for a dinner ar- 
ranged by the club. President, Ogg; A. Kaufman and the 
writer were Mr. Coy’s escort. 

At 8:30, the meeting was begun at the club room with 
an address by J. A. Hoeveler, of the Pittsburgh Reflector 
Co., who gave a demonstration of proper window and color 
lighting. Mr. Coy followed with a forty-five minute talk on 
display, the duties of the displayman, the relation of display 
to merchandising, and the purpose of the I. A. D. M. and 
affiliated branches. . 

Mr .Coy was very enthusiastic over the arrangement of 
our club room and the measures used to insure interest. He 
took note of our display window, the bulletin board, and 
our library. Thirty-seven members were present, and twenty- 
two merchants were in attendance as guests. At the conclusion 
of the speeches an appetizing ‘launch was served by a local 
caterer.—President I. E. Ogg presided. 





OMAHA 

Reported by Frank Fiala 
The downtown merchants of the city of Omaha, Nebraska, 
have definite ideas for decorating the downtown streets dur- 
ing the month of December. The plan was brought about 
through the efforts of the local Omaha Display Men’s Club, 
and is as follows: Practically every store in the downtown 
section has a receptacle in the sidewalk which holds the 
American flag on holidays, and the plan is to insert a casting 
in this receptacle which will receive a Christmas tree ap- 
proximately ten feet in height. These receptacles are twenty- 
five feet apart and the decorations will be wonderful through- 
out the downtown district, covering about fifteen blocks. 
Electric stringers will be placed in the trees, and eighteen 
lights, consisting of red and green globes, will light the trees. 
The windows throughout the city will be decorated at their 

best with beautiful Christmas decorations. 


The idea is practically sold at this time, and will work 


right in conjunction with the reindeers, which will be shipped 
to Omaha from Alaska, and they will draw a beautiful sleigh 
and Santa Claus. 

The Omaha Display Men’s Club was instrumental in 
helping sell this idea, as well as in formulating the plans for 
same. A huge Christmas tree is planned for the Court House 
lawn, which will be headquarters for Santa Claus, and it is 
felt that this plan will precipitate early Christmas buying 
and instil.in the minds of Omaha‘people the fact that Christ- 
mas is near at hand. 
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Here’s the Revelers at the Chicago Displaymen’s Recent Crystal Room Banquet—Paper Hats, Tuneful Orchestra ’n’ Everything 





The undertaking is by no means a small one. However, 
through the very wonderful cooperation of the Nebraska 
Power Company, the project will not be as expensive as it 
might seem. We have every reason to believe that this will 
be entirely successful, and, should other cities like the details 
in the matter, same can be had by addressing Mr. Frank 
Fiala, Secretary, Omaha Display Men’s Club, care Thompson, 
Belden & Company, Omaha, Nebraska, or the Associated 
Retailers of Omaha. 


VANCOUVER, B. C. 
Reported by M. V. Smith 

The Vancouver Display Men’s Club, recently organized. 
held its regular meeting at the “Willow Tea Pot” on Monday 
evening, November 1, with a good number in attendance. 
Two addresses were given, one by Mr. R. L. Hunt, of the 
Sovereign Life Assurance Co., on “Cooperation,” and one on 
“The Value of Window Display,” by Mr. J. N. Harvey, who 
also spoke of the plans for Christmas decorating of the 
streets. The club was asked to appoint a committee to co- 
operate with the committee handling the latter project. Songs 
ably rendered by Mr. H. Turner and Mr. Jenkins were much 
appreciated by the club members. 

Bud Greaves, formerly of the Famous, of Vancouver, has 
now accepted the position of assistant to Mr. Keller, display 
manager of T. Eaton & Co. 

Harold Simpson, of David Spencer, Ltd., Nanaimo, B. C., 
is now associated with the Granville Specialty Stores, of 
Vancouver. 

CHICAGO 
Reported by Dallas M. Schultz 

The time: Monday night, November 15, 1926. 

The place: Crystal Room, Hotel Sherman. 

The occasion: Ladies’ night. 

Those present: Ladies, manufacturers and displaymen. 

“It was a dark and rainy night” and the weatherman did 
his best to dampen the brightness of the occasion. In spite of 
it seventy-five ladies, manufacturers and displaymen found 
their way to the Crystal Room without a blueprint, road map 
or compass where a banquet fit for a king and an evening of 
pleasure was awaiting them. . 

After checking fur coats, galoshes, slickers, unbrellas, etc., 
they gathered about the gaily-lighted Crystal room and seated 
themselves at the tables which were decorated to the last 
minute detail for this occasion. After the guests had found 
comfortable chairs and a place for their “feets,” an announce- 
ment was made that everyone please face the camera and 
look happy and smile. This was not hard to do and when 
everyone “registered” properly and the ladies had powdered 
their noses, and the men had straightened their ties and tight- 
ened their belts a couple of notches (which previously had 
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been loosened in anticipation of the coming feast) the picture 
was flashed. When the smoke had cleared the sunburnt sons 
from below the Mason and Dixon line made their appearance 
with trays of appetizing food. So commenced and proceeded 
the banquet which will long be remembered by those present. 

During the banquet the guests were entertained by “Those 
Four Boys,” reminding one of the “Four Musketeers,” and 
also by Miss Leonore who danced several numbers with won- 
derful success. It was noticed that the men in particular 
stopped eating during the dances and moved a little bit closer. 
It was a rare treat, indeed, especially for those gentlemen 
present who had left their wives at home. Miss Felice French, 
prima donna of Ed Wynn's Grab Bag Revue, sang several 
selections and her pleasing voice, winsome smile and beautiful 
figure won her much applause, this time most emphatically 
from feminine hands. 

One of the “Musketeers” called upon Mr. and Mrs. Stens- 
gaard for a dance which was given and very much appreciated. 
Following this, Mr. Dan Hines and his blushing bride were 
called upon for a dance aad after a little persuasion and a con- 
sultation in whispers Mrs. Dan Hines vs. Mr. Dan Hines, the 
danee was given including a song. 

Mr. and Mrs. J. D. Williams were next booked for a dance 
and responded with true art in dancing. The dance might be 
termed the “Dance of the South Seas.” Mr. Sam Weiss and 
Mr. Smiley, well known to the boys of the I. A. D. M., gave 
a “duo” the name, I believe, was “As the Woman Sew, So 
Shall We Peep.” 

Jack Richter and Mr. Ives were then called upon and 
gave a dance called “The Spring Song” in true esthetic style. 
Mr. Ives falling for the flowers that Jack was throwing at 
him from a bouquet he “amputated” from one of the tables. 
It looked for a moment as if Mr. Ives was going to have 168 
years of bad luck when he slid into a closed mirrored French 
door. 

Last but not least of the guest entertainers was the “Sweet- 
heart of The Chicago Club”—Miss Louise Rogers, who gave 
the Charleston which won her much deserved applause. Those 
present at the Chicago Convention will recall Miss Rogers 
as one of the winners in the Charleston contest. 


After the banquet was completed and the boys at table 
No. 7 could be persuaded to stop a fine “crap” game (the dice 
being one of the banquet favors for each guest), the meet- 
ing was called to order at 9:30 by President Stensgaard. He 
expressed his regret of Mr. A. V. Fraser, which was due to 
the serious illness of a relative. Following this, President 
Stensgaard spoke of his trip to the W. D. A. A. convention, 
and also of his trip to the American Gas Association conven- 
tion. He outlined the important factors and influences that 
go to make up a better displayman and a better I. A. D M. 
Mr. Dittmar followed with a talk about the proceedings of the 
Detroit Club relative to the coming I. A. D. M. convention in 
Detroit in June. He outlined the plans they had already 
made and what was still left to be done. His report was fine, 
and enthusiastically received, and I believe everyone present 
was already figuring what he or she was going to take along 
to Detroit for the next convention. 

Mr. Smock, President of the Chicago Equipment Manu- 
facturers, was called upon for a few words and spoke of the 
cooperation that was assured the I. A. D. M. from the manu- 
facturers. 

Secretary Rogers then told of his trip to the Pacific Coast, 
the convention of the P. C. A. D. M. in detail. He told of cities 
he had visited on his return trip and educational programs and 
talks conducted and given at the various clubs. He then told 
us of his trip to the South and also of talks and educational 
work conducted in various cities there. 

President. Stensgaard expressed his regrets of the inability 
to attend of Joseph A. Kraus and Tom Leslie, who had 
planned to address the meeting. 

Mr. R. B. Twyman was called upon for a talk and Mr. 
J. D. Williams also spoke. Both men expressed views relative 
to advances in display work and of untouched fields waiting 
for men of ability to develop. 

Mr. Sol. Fisher, who has been elected first vice-president 
of the W. D. A. A:, gave a very forceful talk and told how the 
W. D. A. A. had raised funds at their convention to be used 
in the enlarging and betterment of their association. Doing 
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things in a big way seems to be the motto of the W. D. A. A,, 
referring to Mr. Fisher’s talk. 

Next came Mr. Frykman, a dean in the art of show cards, 
but due to the fact that he had allowed Tom Leslie to use 
his charts, this talk was very brief. “Use show cards in your 
windows,” advised Mr. Frykman, “make them plain and neat 
and, unless you arezan artist, omit all fanciness and fussiness. 

L. A. Rogers then*showed slides of superior window dis- 
plays prepared by the'dag<D- M. Educational Department. 
They were in color and*very educational and constructive. 
The educational department and” Secretary Rogers are to be 
complimented on the splendid’ work. 

Responses were made by President Stensgaard and the 
meeting was called to a closg¢*at 11:12 p. m. 

The tables and chairs were magically removed and danc- 
ing enjoyed by the guests until the wee hours of the morning. 
Truly this was a wonderful gathering and everyone present, 
indeed, had a wonderful time. Credit is due to President 
Stensgaard and his associates for this wonderful banquet. 





BEAUMONT, TEXAS 
Beaumont was the Mecca of advertising men of the region 
in October, when the International Advertising Association 
held a district convention here and Beaumont joined in the 
festivities by arranging a dinner at the Hotel Beaumont on 
Sunday evening, October 24, in honor of the I. A. D. M. sec- 
retary, who was to address the advertising men. Their plans 


were somewhat marred by Secretary Rogers’ failure to make - 


connections, in St. Louis preventing his arrival until the 
morning after the banquet. 

However, the boys went ahead with the affair and had an 
enjoyable time. Ralph Uhry was toastmaster and Alva R. 
Wilgus and Miss Josephine Fiske, of Wichita Falls, were 
entertainers. “Kid” Lane entertained the diners with magic 
and sleight of hand tricks. 

Among those present were: President J. M. Gilbert, J. D. 
Watt, Jack Selman, W. J. Parker, W. H. Whitehead, D. W. 
Chapman, Ralph Uhry, Ralph W. Alexander, Frank L. Shaw, 
O. G. Kuhler, Fred C. Neal, H. J. Rivet, Bryan D. Beck, 
H. F. Mathis, club members, and C. A. Spragins, Jr., of 
Wichita Falls. 





MILWAUKEE, WISCONSIN 


Through the efforts of Herman L. Hagan, display manager 
for Daly’s Department Store, a new display club has been 
launched in Milwaukee. Mr. Hagan did not let the fact that 
a similar organization was disrupted through lack of interest 
several years ago hinder him and aroused enough efthusiasm 
to stage an excellent gathering, which was held at the 
Y. M. C. A. Building on October 27. 

A delegation of Chicago displaymen, headed by W. LL. 
Stensgaard, the I. A. D. M. president, was on hand to assist 
in the proceedings. After dinner the I. A. D. M. charter was 
signed and granted and preliminaries to organization dis- 
cussed. A committee to have charge of the organization 
campaign was named, including in its personnel G. E. Lam- 
prect, Bond Clothing Co.; E. A. Kohls, Schunk :‘Co.; R. V. 
Broadhead, Curtis-Leger Fixture Co.; C. A. Holum and A. J. 
Farrell, Hartman Furniture Co.; F. H. Hoover, Bedell’s 
Store, and W. Kellaway, Reel’s. 





SPOKANE, WASH. 
Reported by A. R. Godfrey 


Quite the biggest thing yet undertaken by the Spokane 
Display Men’s Association is a dance, “A Night in China,” 
to be staged at the Garden, November 22. 

The purpose of the dance is to raise funds for the trip to 
“Frisco” next fall. Every member is putting his shoulder to 
the wheel to put this thing across in good shape. 

The dance will be featured by special stunts, wonderful 
Chinese settings, paper hats, balloons and other novel attrac- 
tions. The committee heads in charge are: Publicity, Cy 
Hawver; decoration, A. W. Klatt; stunts, Glen Waugh; 
street demonstration, Allyn Dean; tickets, Carl Amdahl. 

The dance is patterned after similar affairs put on by the 
coast clubs. If this is a success, another “special setting” 
dance will be put on the spring. 
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F. C. Queen, of the Queen Advertising. Agency, 1630 
Griffith Avenue, Owensboro, Ky., announces the addition of 
a window display department to his business, and will in- 
stall displays for national advertisers, as well as handle a 
number of local accounts in his section. Mr. Queen has as 
his assistant, Guy M. Deane, and will cover Owensboro and 
surrounding territory in Kentucky, which has been without 
window display service for some time. 





J. L. Dollerhide has given up his window display service 
in Tampa, Fla., and has returned to his former home in 
Houston, Texas. Mr. Dollerhide will shortly be succeeded 
by a new display service in Tampa and St. Petersburg, Fla., 
having completed arrangements before he left Tampa for a 
successor. 





Oscar J. Steinberg, 1022 Tunstall Avenue, Norfolk, Va., 
has returned to his home and is considering the establish- 
ment of a window display service in some city on the Atlantic 
Coast, following the completion of a campaign in which he 
installed 2,500 window displays in New York City and Brook- 
lyn for the J. B. Williams Co., of Glastonbury, Conn. 





G. E. Bateman, who has been conducting a window dis- 
play service at 1829 North Division Street, Spokane, Wash., 
under his own name, has now named his service The National 
Display Co. He has just completed the installation of the 
Parker Pen Christmas displays and anticipates considerable 
activity in his territory following the holidays. 





M. J. Klein, of the Klein Display Service, of Denver, 
Colo., reports that owing to increased business he has been 
forced to seek larger quarters, and has moved to a new 
studio at 2430 California Street, Denver, having formerly 
been located on Twenty-first Street. 





Julius J. Paape, of Paape’s Display Service, has moved 
into larger quarters in Springfield, Mass., to take care of 
increasing business. Mr. Paape is now located at 22 Phoenix 
Street, having formerly occupied a location on Connecticut 
Avenue. He is also covering Holyoke, Mass., and is enjoy- 
ing quite a run of national business. 





Proprietors of display services are celebrating these days, 
for they are anticipating the help of efficient display artists 
a little later on. Maurice Kressin, of the Washington Win- 
dow Display Service, Washington, D. C., and H. J. Cox, of 
the Acme Window Display Service, New York City, both 
report additions to their families in the arrival of baby 
daughters, while H.. J. Huff, genial display manager for the 
Cunningham Drug Co., Inc., of Detroit, Mich., announces the 
arrival of a son at his home. 

L. G. Taylor, of the Taylor Advertising & Display Serv- 
ice, 605 Main Street, Kansas City, Mo., reports an exception- 
ally good run of display work in that city. He handles special 
backgrounds, signs, show cards and siik screens, as well as 
window installations. 








G. E. Batemen and R. L. Price have formed a partner- 
ship to operate as the National Window Display Co., 1829 
Division Avenue, Spokane, Wash. They will specialize in 
window installations for national advertisers in Spokane, 
eastern Washington and northern Idaho. 





The Lawson Display Service, 210 Transportation Building, 
Los Angeles, reports that the Melba Cream products com- 
paign is still in full swing and that 100 per cent sales in- 
crease has followed placement of their elaborate displays. 





R. C. Vaughn has purchased the Pittsburgh Window Dis- 
play Service, formerly conducted by PR. T. Walsh. Mr. Vaughn 
has christened his new business the “Arcee Vee Display Serv- 
ice,” using his initials for a title, and is occupying the offices 
formerly used by Mr. Walsh at 2638 Fifth Avenue. Mr. 
Vaughn started off. with an exceptional run of business and 





Display by Case & Case, Portland, Ore. 





has been handling American Beauty Malt Extract, Toddy, 
Fly-Tox, Houbigant, Peterman’s Exterminator, Drano, and 
several other window display campaigns. He also has taken 
over the franchise of the Window Display Installation Bu- 
reau, Inc., for Pittsburgh. 





Blair Anawalt, well-known southern displayman, | with 
headquarters at 301 Butler Avenue, Greenville, S. C., has now 
completed a display organization covering the entire state of 
South Carolina, and is exceptionally busy sending men to 
various parts of the state on the installation of displays for 
national advertisers. He covered the more important cities 
of the state in December for the Parker Pen Co. 





W. V. Young, manager of the window display department 
of the General Outdoor Advertising Co., Inc., 3823 Leaven- 
worth Street, Omaha, Neb., reports an exceptionally good 
run of business in the installation of displays for national 
advertisers, and says his window display crew is now in- 
stalling approximately 900 windows per month in Omaha and 
Lincoln, Neb., and Council Bluffs, Iowa. 





N. K. Dirmeyer and J. Hannig have formed a partner- 
ship, to be known as The Business Builders, with offices at 
524 N. Eighth Street, Philadelphia, Pa. This concern will 
specialize in high-class window display installations for mer- 
chants and national advertisers, and, in conjunction there- 
with, will conduct a complete sign and commercial deco- 
rating business. Morris S. Golde, formerly of the display 
staff for J. L. Hudson Co., Detroit, Mich., is in charge of 
window display installations. 





The Western Display Service, Los Angeles, Cal., has been 
purchased by the Western Wholesale Drug Co., of that city. 
Fred E. Usher has been appointed manager of the window 
display service department, into which it will be converted. ° 





During the month of November the Detroit Window Dis- 
play Service, Detroit, Mich., handled display installations 
for forty-one nationally advertised products. R. V. Wayne, 
manager, reports that this was a record-breaking month in 
the history of this concern, and an indication that national 
advertisers are generally finding out that through responsible 
display service firms they can secure the best results from 
their window advertising plans. 





Henry Sherrod, who until recently conducted Sherrod’s 
Display Service, Redlands, Cal., is now serving as display 
manager for Holwazzer’s, San Diego, Cal. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 








A Complete Window Display Service for National Adertisers NORTH C AROLIN A 
COLUMBUS ’ OHIO Where Prosperity Reigns 




















100 Drug Store and 250 Grocery Windows Available A Complete State-Wide Display Service for National Advertisers 
F A L T M A N & S Oo N Associate with Window Display Installation Bureau 
139 East Rich St. Bell Phone: Main 7756 J. M. UPCHURCH 
Associated with Window Display Installation Bureau 907 W. Lenoir St, Display Specialist Raleigh, N. C. 
TUCSON, ARIZONA, AND VICINITY ABEGGLEN’S DISPLAY SERVICE 
FRED J. CODD ADVERTISING SERVICE 822 S. Weaver Avenue 
P. O. Box 1681, Tucson, Ariz. SPRINGFIELD, MO. 
A complete Window Display Service for National Piss complete window display service for national 
Advertisers. House to house distributing. © Personal advertisers. 
Service. Associate of Window Display Installation Bureau 
PHILADELPHIA ROCHESTER, MINNESOTA 
A first-class window display campaign will put your product on in the State With 10,000 Lakes 
he oP ee cole ee ee eee ae ieee Has the Window Service You Want 
dispiays per week. Write for list of satisfied clients. The Oldest Service in the State 
SAMUEL J. HANICK 1214 Race Street Rochester Window Service 
Associated with Window Display Installation Bureau, Inc. 802 Fourth Street, S. E. N. E. Markle, Director 
WINDOW DISPLAY SERVICE , SEATTLE 
BESS REDO. Complete window trimming campaigns in Seattle and outside 
SALT “LAKE CIT y territory from Bellingham to Oympia. Sketches furnished. Scenic 
(The Center of Scenic America) Artist. Process plant. Booths, Floats and Halls trimmed to order. 


Ha h Salt Lake D dG Asso- 
ee “a aii Uaek Silemaeene eoniin” P RATHER-MARQUIS COo., Inc. 


Association and the Chamber of Commerce. Office: 405 Douglas Bldg.—Elliott 6780 
































SEND FOR LITERATURE Plant: 1401 Dexter Ave.—Garfield 8460 
Window Display Installation Bureau Associate. SEATTLE, WASH. 
BUFFALO FT. WORTH, TEXAS 
350 Drug Store and 850 Grocery Store Windows WOOD ADVERTISING SERVICE 
Available. Consult - a prea eg ag sa te ah ners 
E. Preston Browder, Yindow Installation Service for Nationa vertisers 
60 D St d 100 G Wind Availabl 
WINDO-CRAFT DISPLAY SERVICE gb erltoemaytne TS RD ee 
Cor. Genesee and Washington Streets, Buffalo, N. Y. 207 Renfro Bldg. P. O. Box 181 
NEW JERSEY—CONNECTICUT—PENNSYLVANIA en E AND SURROUNDING TERRITORY 
Window displays delivered and installed for national advertsers. An Efficient Window Display Service for Local Merchants and 
Market analysis—Surveys—Sampling, etc. National Advertisers. 
Write for data and references. WINDOW DISPLAY SERVICE OF SO. OHIO 
ACME WINDOW DISPLAY SERVICE Pickering Building Cincinnati, Ohio 
2 a  Gukuaees doutenk ook 9 genre grt Associated with Window Display Installation Bureau, Inc. 
Complete Window Display Service for National Advertisers BROOKLYN NEW YORK 
° , 
Cleveland, O.—Pittsburgh, Pa.—Toledo, O. AND SUBURBS SURROUNDING MANHATTAN 
SURROUNDING POINTS Window Displays Installed for National Advertisers 
Campaigns Planned—Guaranteed Service Merchant’s Window Decorating System Co., Inc. 
WHITMER DISPLAY SERVICE 375 Marlborough Road, Brooklyn, N. Y. 
1405 St. Clair Avenue - Cleveland, Ohio Telephone, Buckminster 5010 J. G. Waters, Pres. 
PIONEER DISPLAY SERVICE af 
‘R DISPLAY SI CHICAGO 
INDIANAPOLIS, IND. ACME DISPLAY SERVICE, Inc. 
A complet Mereantinies Serie Eran presen = | | ie Sie "Chicago, 1 
Member Chamber re: laa Club, Better An Efficient Window Display Service for National 
Offices: 824 CONTINENT AL BANK BUILDING Advertisers, in Chicago, and Surrounding Territory. 
Member Window Installation Bureau. “Window Displays That Sell Merchandise” 
ROCHESTER, N. Y. IN PROSPEROUS FT. WORTH 


and Surrounding Territory HUNTSMAN DISPLAY SERVICE 


LLOYD HIGBIE 


Offers the Nat 1 Advert high! cialized Window Dis- 
maith Ome es or play Service ar of the ead onkod one teenie in the city. 
estie ree 
Window Displays Installed, Designed, Delivered for Local Studio, 3704 W. 7th St., Ft. Worth, Texas 


Merchants—National Adertisers. : ; : ; 
(Sales-Producing Displays Since 1918.) Associate of the Window Display Installation Bureau, Inc. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 











CALIFORNIA 


mn ALL TOWNS 
Manufacturers’ Window Display Service 
for National Advertisers 
Campaigns with Steady Service a Specialty 


THOMPSON & PARMLEY 
1125 SENTOUS STREET, LOS ANGELES, CAL. 


WASHINGTON, D. .C. 


Complete Window Display Service for National Advertisers, 
Guaranteed Service. ‘We have nothing to sell but service, the 
kind you want when you want it.” 


WASHINGTON WINDOW DISPLAY SERVICE 


1317 New York Ave., N. W. Washington, D. C. 
MAURICE KRESSIN, Gen. Mgr. 


Associate Member, Window Dispay Installation Bureau, Inc. 


PHILADELPHIA and PITTSBURGH 


Complete Display Service Throughout 


Pennsylvania, New Jersey, Maryland and Delaware 
For National Advertisers and Local Merchants. 


W. H. LINGENFELTER 


5931 Windsor Ave., PHILADELPHIA, PA. 











J. D. WILLIAMS DISPLAY SERVICE 
509 South Franklin St. Chicago 


Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams 








CHICAGO 


Chicago Window Display Installation Service 
179 N. Wells St. Chicago, Il. 
An Efficient Window Display Service for National 
Advertisers, in Chicago, and Surrounding Territory. 
Associate of Window Display Installation Bureau, Inc. 


' NOTICE! 
The Western Display Service has been taken over by the Western 
Wholesale Drug Co., and will be operated as _a department of 
that concern. Address all inquires to 
WESTERN WHOLESALE DRUG CO., 
SECOND AND LOS ANGELES STS. LOS ANGELES, CAL. 
Att. Mr. Fred E. Usher, Mgr. Window Display Service Dept. 











COOPERATING WITH NATIONAL ADVERTISING AND 
DISPLAY AGENCIES 


THE BUSINESS BUILDERS 
Window Display Advertising 
524 NO. EIGHTH STREET PHILADELPHIA 
We Are Glad to Be Present at This, Our First Roll Call 


Gappu New Prar 














E. L. Westbrook, 2801 Seventh Street, Meridian, Miss., 
has named his new service The Mississippi Decorating & 
Advertising Service, and is now branching out over the 
entire state, and will install displays as far east as Birming- 
ham, Ala., where he will also establish a branch. He is 
starting off with quite a few accounts for national adver- 
tisers. 





V. H. Allm, who formerly conducted the Allm Sign Sys- 
tem at Abilene, Kansas, has sold his interests there and 
moved to Lawrence, Kansas, where he has established the 
Lawrence Advertising System. In addition to his outdoor 
advertising, Mr. Allm has established a high-class window 
display service and will cover Lawrence, Topeka, Leaven- 
worth, Ottawa, Baldwin, DeSoto and Eudora, Kansas, hav- 
ing available about 150 drug store and 300 grocery store 
locations. 





Wm. J. Morrison, who has been operating a display serv- 
ice under his own name at 250 Lane Avenue, N. W., Grand 
Rapids, Mich., has branched out and is enlarging his serv- 
ice, is now installing displays in Muskegon and other Michi- 
gan cities in the vicinity of his home town. He has named 
his enlarged enterprise The Michigan Display Service. 


S. Eldot and F. Dahl have organized the Elko Display 
Service at 257 Central Avenue, Jersey City, N. J. Both are 
well known in display and business circles in Jersey City 
and will specialize in both merchandise displays for retailers 
and the usual installations for national advertisers. 





Vern C. Hollingsworth, display service director for the 
Golden State Butter Co., has just started a window display 
campaign in Los Angeles on Golden State Butter. This is 
the first venture in window displays for this company. 





Nall and Nall, merchandise brokers, of 539 South Front 
Street, New Orleans, La., have greatly enlarged their win- 
dow display service, in charge of L. A. Nall, and now occupy 
their own building at the above address, which they recently 
purchased. Branches are now operating in Birmingham and 
Montgomery, Ala., and Shreveport, La. ~ 





Thompson & Parmley are now closing the year with a 
campaign on Clicquot Club, American Tobacco Co., and 
Liquid Veneer. 
as 

The Lawson Display Service is still featuring large cam- 
paigns on Melba products along with the Squibb campaign. 
































DISPLAYS EXCELSIOR WINDOW TRIMMING COMPANY | sTILL AND 
FOR 276 FIFTH AVE. NEW YORK CITy | ANIMATED 
NATIONAL HOLLAND BUILDING WINDOW 
ADVERTISERS | - TELEPHONES: ASHLAND 1478-1479 DISPLAYS 
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Chicago Monthly Display Review 
Wreaths, Ribbons, Candles and the Traditional H ally Dominate 


State Street Windows as Christmas Approaches 


By J. DUNCAN WILLIAMS 
Special Correspondent, The DISPLAY WORLD 


HRISTMAS wreaths, Christmas trees, Christmas 
candles, Christmas flowers, all in some win- 
dows and some in all windows—that’s what the 
State Street windows look like just now. Every 
conceivable kind of merchandise is on display, 
and all of it presented and suggested from the 

gift point of view. The specialty shops with but one type of 
merchandise to sell have done all that holly wreaths, red 
ribbons and gift boxes can be made to do to present that 
merchandise as practical or appealing gifts. 

Other shops, and particularly those handling goods that 
qualify as gift things are right in their element. 

The department stores have almost entirely excluded 
wearing apparel from their window displays, except, of 
course, those articles of apparel that have a special gift ap- 
peal. Novelties of all sorts are featured in great variety 
with gift departments holding the center of the stage. The 
most prominent window in every department store features 
a display of children’s toys. Practically all of these show 
something mechanical, something in motion, and, on the 
whole, a noticeably higher- grade of playthings than has been 
the case heretofore.° 


The Christmas business began to show signs of life right 
after Thanksgiving, at which time there were no Christmas 
decoratives used in the windows. However, some sugges- 
tive gift merchandise was shown and the response from such 
displays was quite noticeable. With Thanksgiving past some 
of the stores began installing their Christmas decorations 
and others quickly followed suit. By December 1, practically 
every State Street shop, large or small, was decorated and 


the annual rush was on. The psychology of the “shop early” 
movement that has been propagated by retail merchants for 
so many years is now followed as a matter of course by the 
public. It is not an uncommon thing to hear some early 
shopper remark that they are about through with their Christ- 
mas buying during the days of the first week of December. 
Merchants generally report a most satisfactory business dur- 
ing the first week. The crowds on the streets and in the 
stores indicate business rather than mere shoppers looking 
around. Homeward-bound passengers on the elevated trains 
and street cars are carrying lots of Christmas packages. lt 
looks as though there’s a fair. chance of breaking another 
December sales record. 

The windows of The Davis Company department store 
at State and Jackson Boulevard continue to show the upward 
trend indicative of that store’s trade-up policy inaugurated 
immediately after it was taken over by the Marshall Field 
interests. ‘There seems to be a continual: process of refine- 
ment and improvement going on all of the time. Not only 
in the quality of the merchandise that is being shown in the 
windows, but in the manner of trimming and the character 
of decorative treatment. The large corner window at Van 
Buren and State Street is filled with toys and made doubly 
attractive by a mechanical contrivance showing several small 
figures skating. The action of the figures is true to life and 
there is always a crowd of interested lookers. 

The men’s wear windows of Maurice L. Rothschild at 
Jackson and State have been particularly effective. The 


_Christmas displays were pretty well in these windows at 


Thanksgiving. The response was immediate and has continued 





A Roumanian Window Which Appeared at Mandel Bros. During Queen Marie’s Visit to Chicago 
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strong since. Red decoratives, in the shape of foliage sprays, 
red holly leaves and berries, are shown against the window 
background panels, or neatly arranged in vases placed nearer 
to the front of the window.’ The latter are used as dividers 
in some cases. Small red sprays are sprinkled about on items 
of merchandise and otherwise throughout the trim. Red 
velour is puffed around the edge of the windows on the floor 
in all of the windows. Small items of furnishings are shown 
on this red strip right at the glass where they can be seen 
easily. Jewelry, belts, silk hosiery, gloves, boxes of handker- 
chiefs, mufflers and other items are featured. The balance of 
the window is used for regular unit displays of clothing, hats, 
shoes, overcoats, shirts, neckwear—with the Christmas at- 
mosphere dominant. 

Ae The Hub, Henry C. Lytton & Sons, on the other corner 
of State and Jackson, the Christmas atmosphere is equally 
reflected. Green holly wreaths with red berries are used in 
the background of some of the windows. There are special 
Christmas set-pieces composed of a large candle: electrically 
lighted, with tinsel wire made to appear like rays emanating 
from the light. 

The merchandise arrangement is beautifully done. Lots 
of items are displayed, but arranged in neat and compact 
related units with sufficient space between to give a clean-cut 
and uncrowded appearance to the windows. Much interesting 
Christmas merchandise is effectively displayed. It seems that 
the greatest possible merchandise appeal is obtained through 
attention to color harmony and skillful arrangement. 

Many items are shown in holiday boxes. Small sprigs 
of holly are used here and there on certain items, just enough 
to secure the proper Christmas gift suggestion. 

At The Fair, the large corner window at Adams & State 
Street is filled with an assortment of toys. A track is laid 
around the entire window, next to the front glass and the 
rear background walls on which ay electric train is kept going 
all of the time. Lots of people gather around this at all hours 
of the day and evening. 

Other windows along State Street feature display of silver- 
ware; toilet articles from simple pieces to elaborate sets; 
handkerchiefs, novelty gloves, leather and beaded bags, travel 
kits, etc. The end window on State Street is a radio display. 
in which four craftsmen are engaged in hooking up and test- 
ing a particular type-of radio receiver. Each man is doing 
. different stages of construction work, the fourth man sub- 
jecting the completed set to scientific tests. Each operation is 
explained to those outside through a series of well-prepared 
explanatory cards. The cards are so worded that each ex- 
planation of the various operations carries a selling message, 
deftly put over. You should see the fans looking over each 
others shoulders, silently, intently following the work of each 
of the four operators in the window. 

The Christmas decoratives used to make The Fair windows 
reflect the proper Yule atmosphere are composed of holly 
garlands draped from the upper corners of the panel pictures 
set in the background walls for fall. Wreaths of the same 
material are shown in some of the end walls of the windows. 
Other windows have special Christmas set-pieces of a cand- 
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State Street Displays by Allen Heady Left, Evening Dress Window : at Mandel Bros. Shown the Week Preceding the Open- 
ing of the Chicago Civic Opera; Note the Parisian Mannequins; Right, Infants’ Apparel Window 


labra of three candles backed by a scroll plaque with mirror 
tile design. Silver foliage with red berries is used as relief. 

Bedell’s Christmas displays stand out rather distmetly. The 
cold, caenstone backgrounds were covered with red Chinese 
curtains and other decorations in red for the autumn displays. 
Red wreaths with silver poinsettias have been added to the 
white walls on both sides of*the red curtain panels, and red 
bouquets of poinsetta and ruscus clustered in red laquered 
vases, and vases set on red laquered pedestals add further 
warmth to the windows. Articles of women’s apparel appro- 
priate for gift purposes such as lingerie and hosiery, are 
featured in sectional unit groupings. 

Carson, Pirie, Scott & Co.’s Christmas windows present 
the usual attractive appearance expected of them upon occa- 
sions of importance. The Christmas decoratives, however, 
are very simple, yet effective. A large full wreath three and 
one-half or four feet in diameter is placed in the center of 
the window backgrounds. In some of the windows where 
there is a four-foot-wide arch door in the center, the wreath 
is hung from the top of the arch and flush with the top 
and both sides. In the other section of six windows where 
the two doors are near the ends of the wall, the wreath is 
hung flat against the background wall. The flat-covered 
monk’s cloth backgrounds are still in use. The wreaths are 
made of green holly and are heavily trimmed with red and 
white berries in two different sizes. The men’s windows are 
trimmed in unit style and gift merchandise is coma and 
appealingly presented. 

The section of the windows usually alloted to the display 
of women’s apparel is used to feature gift apparel as well as 
home furnishings. A window of novelty gloves, handker- 
chiefs and perfumes is very attractive as is a display of 
various and sundry-:classic selections from the gift department 
—twin vases, bronze statuary, art lamps, liquor sets, etc. 

Mandel’s Christmas displays have the classic appearance 
that is more or less characteristic of Mr. Kagey’s work. There 
is just enough decoration to give the Christmas atmosphere 
and the attraction elements of the displays are in the mer- 
chandise itself. There is a group of large Xmas wreath 
reliefs placed against the background rather high in the win- 
dow, leaves finished in gold, the berries red and convention- 
ally placed. The wreaths are about 36 inches in diameter. 
Below are two decorative candelabra, at each side of the cen- 
ter background panel arch bearing candles with frosted electric 
bulbs. The decorative framework and base supporting the 
three candles is finished in gold. These do not appear in all 
the windows. 

The corner window is devoted to a unique and interesting 
display of toys. On the Madison Street side a lion is posed 


‘slightly above the regular display space and near the back- 


ground. Other interesting toys of good quality for boys are 
displayed about the floor of this window. 

The same window on the State Street side shows toys, 
appropriate for little girls—dolls: dishes, doll buggies, doll 
clothes, beds, pianos, doll houses and doll rtunks that are as 
real as can be. The feature of the window, however, is a 
mechanical attraction featuring “Orphan Annie.” 
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Surroundings that Create Desire 


Enveloping Merchandise With a Romantic Environment That Kindles 
the Purchasing Spirit Is Lionel Accomplishment. 


By VICTOR W. SEBASTIAN 
DISPLAY WORLD Correspondent, New York City 


HE most unusual and the most practicable 

showroom in the toy industry was recently 

opened by The Lionel Corporation, at 15 

East 26th Street, New York. The show- 

room is a genuine railway terminal in every 

sense of the word. A more fitting setting for electric 
trains cannot be imagined. 


~From the passenger elevators, which lead directly 
into a reception lobby, the railroad atmosphere is ap- 
parent at once. There is a tiled information booth, 
ticket window and a dome ceiling. Mural decorations 
on the walls depict the history of railroading. You 
enter the showroom through brass guard rails and then 
through a sliding iron-grilled gate, which is surmounted 
by an illuminated sign, “To the Trains.” Two regular 
train departure bulletin boards are mounted ,in the 
usual manner. 


The showroom itself, admirably carries out the 
terminal idea. All posts are covered with steel lattice- 
work, which support arched trusses. Lionel trains and 
equipment are effectively displayed on elevated glass 
shelves. ; 


The entire effect is a definite and significant step 
in the right direction. It represents an effort to assist 
the buyer and to suggest to him better ways in display- 
ing and selling Lionel trains. 


The Lionel Corporation justly feels that its twenty- 
six years of concentration on a single product, has 
resulted in a highly perfected article that is nationally 
known as the “Standard of the World.” 


The Lionel Corporation maintains that the demand 
for its product carinot adequately be satisfied unless the 
merchandise is displayed properly. Of course, the 
dealers cannot build a railroad station just to sell Lionel 





Illustrations Showing Remarkable Display Rooms of the Lionel Corporation—Note the Close Resemblance to the Train Caller’s 


trains, but it is a simple matter to suggest this without 
going to any unusual expense. Decorating the posts 
adjacent to the train counter, for example, or dressing 
a couple of the sales clerks in railroad uniforms, would 
be very helpful. Mr. J. L. Cowen, president of The 
Lionel Corporation, expressed himself very interest- 
ingly on this subject. 

“Boys,” Mr. Cowen said, “demand realism nowa- 
days.” If we advertise a locomotive that is a miniature 
of a C. M. & St. P. type, hundreds of boys would 
write us to protest if our model did not resemble the 
original. They are stickers for detail. A boy would 
consider his train set as absolutely incomplete, if he 
did not possess a miniature railroad station to place be- 
side his track, for a station is an indelible R. R. symbol 
to a boy. We have ascertained from our dealers that 
a station is the very first accessory a lad or his parents 
purchase, after he has his train and transformer. 

‘“Tmagine, then, how impressive and realistic it 
would be for a youngster, if he could buy his train at 
a toy counter, from a clerk dressed as a railroad en- 
gineer, standing in a space built to foster railroad 
atmosphere. 

“T cordially invite every progressive toy buyer in 
the country to visit the Lionel Railway Terminal in New 
York. I feel certain they will glean many helpful dis- 
play ideas. Consider it a part of Lionel service. It is 
to this that our new showroom is dedicated.” 





DISPLAYCRAFT STUDIOS IN LARGER OFFICE 

The Displaycraft Studio, formerly at 140 W. Fifty-third 
Street, New York, has removed to more commodious quar- 
ters at 804 Ninth Avenue. The principals of this organiza- 
tion are A. Blumberg, decorator, and Kenneth Fagg, artist. 
They specialize in window displays, booth decorations and 
lobby displays. 


Booth and the Entrance to the Train Sheds 
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A Merry Christmas and a 
Prosperous New Year to All 























Peerless Silk Plush 
National Display F'abric Co. 


“Silk Plush of National Reputation’’ 
Prepare for an Early Spring Opening! 
7 West Third Street 
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FOR MERCHANTS — DISPLAYMEN ~ ADVERTISERS 


SERVICE 


BUREAU 


The DISPLAY WORLD will be glad to supply the 
latest authentic information about anything in the dis- 


play line in which you are interested. 


If you do not 


find your needs listed on this blank, write a separate 


letter. 


If we do not have the information you want 


on file, we'll find out for you. 


(J Air Brushes 

C) Animated Signs 

_] Art Prints and 
Reproductions, 

CO Artificial Flowers 

C Artificial Snow 

CL) Art Screens 

CJ Art Studies 

_] Backgrounds 

() Background Coverings 

C) Books on Cardwriting 

(0 Books on Display 

() Books on Draping 

() Booths and Floats 

(] Brushes and Pens 

(J Cabinets—Revolving - 


C) Card & Mat Board 

(1) Card Writers’ Materials 

() Cash Carriers 

(] Chairs and Seats 

(1) Color Lighting 

() Counters and Shelving 

C] Crepe Papers 

L] Decalcomania 

_] Decorative Papers 

(1) Display Furniture 

C] Display Forms 

L] Display Racks 

1) Dividers—Show 
Window 

1) Drawings and Paintings 

(1) Drawing Boards 


[] Exhibit Displays 

(0 Fabrics and Trimmings 
_] Fixtures 

() Flags and Banners 

(1) Hammers—Window 

CL) Lamp Coloring 

(1) Lithographed Displays 
1 Lighting and Equipment 
C) Natural Foliage 


‘) Pageants and Exhibits 


(J Papier Mache 
Specialties 

L] Plaques (Window) 

1 Plastic and Composi- 
tion Pieces 

[] Plushes and Velours 

[] Price Cards and Tickets 

[] Price Ticket Holders 

C] Reflectors 

L] Revolving Display 
Tables 

0 Screens (Background) 

] Socks—Window 

C] Show Cards 

C] Show Card Schools 








([] Show Card Service 

CL] Show Card Supplies 
CL] Show Cases 

_} Show Case Lighting 


CL) Signs and Card Holders 


(1) Signs—Brass and 
Bronze 

1) Signs—Electric 

_] Signs—Wood Letter 

[] Stencil Outfits 

[] Stock Posters 

CL) Store Designing 

C] Store Fronts 

(] Time Switches 

[) Valances 

[] Wall Board 


_]) Wax Formsand Figures 


(1) Wickerware Specialties 

__}] Window Display Service 

(] Window Drapes 

(] Window Lighting 

L) Window Shades 

() Window Trimming 
Schools 

(J Wood Carvings 





Mail to THE DSPLAY WORLD, Cincinnati, Ohio 
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Klee wishes you 
the season’s best 
wishes 























Klee Display Fixture Co., Inc. 


MANUFACTURERS 























172 Atlantic Ave. Rochester, N. Y. 


| GLASS = DISPLAY 


Y4. INCH THICK OR THICKER | 
Cut In-Ovals-Oblongs -Squares - Circles 
Fl Gdges Smooth - Ground - aig or Beveled As Required | | 


———S—_—— Write Ser Folder an 


ANDRES PLATE GLASS @ +195 GREENWICH ST.NY | | 


‘ust a Step from Hudson Tubes and Ferrics” at Fulton St. 
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Designers and 
manufacturers 
of valances— 
draperies o f 
the better kind. 
Samples sent 





on request. 


Cleveland Decorative Works, Inc. 
1260 W. 9TH ST. CLEVELAND, O. 











Before Ordering a Valance, Write ° 3 
=  BRYAN’S, Louisville, Ky. 





December, 1926 


With the New York Displaymen 


(Continued from page 20) 
Before these the fabrics are gracefully thrown on various 
objects, and the eighteenth and nineteenth century figurines 
are placed on stands. A Staffordshire Homer and a Milton 
figurine, modeled by Wedgwood, are conspicuous in the dis- 
play. Another attractive model is that of Cleopatra by 
Enoch Wood. 

Mr. Munn has an unusual window at Franklin, Simon 
& Co. devoted to “Gifts for Monsieur” and another to “Gifts 
for Madame.” Every conceivable gift suggestion in leather, 
and, for women, in jewelry, is shown. The background for 
these windows is conventional. 

Another Franklin, Simon & Co. window shows “Riding 
Habite for the Horse Show.” Several models are posed 
before a background, picturing a horse and woman rider. 
One model at the left of the window wears a habit with skirt, 
while that at the left shows a habit with breeches. A bright 
green vest and dark boots complete the ensemble. . 

Display Manager McIntosh, of Lord & Taylor, has a 
window featuring handkerchiefs. They are placed on a frame 
to form an arbor, the handkerchiefs formping the roses of the 
arbor. 

“David Goes to Greenwich,” a windiew feature of James 
McCreery & Co., is unique. A pile of the books by David 
B. Putnam is placed at the right, and at the left appears 
a typical scene of Greenland. A white fur fabric rug is 
thrown over a stand at the left, and before this, a white 
bear, bear skin Nanookeg, typical boat with oars, harpoon 
line, and other articles peculiar to that region. are shown. 
Other McCreery window show toys and gift suggestions. 

Macy’s have the attractive displays expected from the 
hand of Mr. Eldridge. Toys are largely featured. One win- 
dow, however, shows negligees from the new “Mirror Room” 
of Macy’s, where costly lingerie is shown in a room lined 
with mirrors. Most of the Macy windows have huge screens 
of holly as a background. The neglige window is no excep- 
tion. Before the holly background, exquisite models are 
displayed. 


A Stuffed Bird in-a Brass Cage 


(Continued from page 13) 

Thinking nothing more about it, Mr. Swenson continued 
his tour of inspection and returned to the corner window 
and entered it from within the store. The old gentleman 
wall still looking in, but suddenly he vanished. 

Mr. Swenson came out of the window into the salesroom, 
where he found our observer completing his purchase of one 
of our best ranges and other items, paying five hundred dol- 
lars cash and the balance on delivery. This window was 
working for us before we opened our doors for business in 
the morning. 

Our display department watches the stock room as well 
as the sale of merchandise in the salesroom. We note those 
items selling quickly and those that do not; we find out the 
“why” of slow sellers and shift their position or arrangement, 
and then make a special window display of them in which 
we also suggest their use. In this method of suggestive sell- 
ing we are most successful: People want to know how the 
item is used. : 

Quite recently we found ourselves selling competitively 
with other merchandisers on a certain imported item. On 
taking count of them we found 150 on the shelves in our 
stock room. The management conceded a point in price and 
we gave the item a three-day exclusive window display in 
which we suggested it as a gift for the bride; we showed 
how it could be used; in fact, sold the ideas by actual adapta- 
tion. We sold fifty pieces the first day and so on until the 
whole number was sold out. 

It is not uncommon to sell out on items as quickly as we 
can place them on display. 

In our displays “we try to seat our customer at the 
wheel and let.her drive it herself,’ and we believe we are 
successful. 

Display: advertising is daily piling up records of. sales as 
conclusive evidence of its efficiency in merchandising. 
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Will Pilot Next I. A. D. M. Meeting 


Lothar F. Dittmar, 
display manager for 
the Ernst Kern Co., 
Detroit, recently 
named as convention 
director for the next 
annual gathering of 
the International As- 
ciation of Display 
Men, has just an- 
nounced the list 
of his committee 
appointments. Mr. 
Dittmar has the en- 
thusiastic support of 
the Detroit Display 
Men’s Club and is 
laying plans for a 
rousing gathering, 
the opening sessions 
now being tentatively 
set for June 13 at 
the Hotel Statler, 
Detroit. No efforts 
will be spared to pro- 
vide delegates with 
the best in exhibits, 
educational features LOTHAR F. DITTMAR 
and entertainment. His appointments are: 

Education Committee—Chairman, T. J. McCormack, 
Peoples’ Outfitting Company; assistants, P. Bellaire, H. W. 
Weaver, M. F. Long, A. G. Anderson, C. E. Betteridge, A. E. 
Mabee, C. F. Wendel, N. S. McEachin, Logan Doner. 

Information Bureau—Chairman, R. R. Stevens, Michigan 
Bell Telephone; assistants, E. L. Cox, Harry Holmes, Fred 
Scott. 

Reception Committee—Chairman, C. E. Ely, Browning 
King Co.; assistants, O. W. Smeeton, J. H. ‘Blecher, C. E. 
Westrick, Art Hoerauf, Harold Huff, A. W. Erlinger, C. J. 
Nelson; C. M. King, Harvey Long, J. A. Gundrick, C. C. 
Peterson, Milt Forcier. 

Registration ‘Committee—Chairman, M. F. Long, Kresge 
Dollar Store; assistants, Chas. Ely, N. S. McEachin, Ray 
Holmes; assistance from the Detroit Convention Bureau for 
L. A. Rogers, I. A. D. M. secretary. 

Hotel Reservation Committee—Chairman, H. T. Corbin, 
Central Cigar Stores; assistants, E. H. Tackney, Alfred 
Teutoni, E. B. Burdick, Bert M. Holmes. 

Program Committee—Chairman, Lothar F. Dittmar; assis- 
tants, T. J. McCormack, Jim Mazrakus, Harold Huff, Art 
Hoerauf. 

Publicity Committee—-Chairman, Lothar F. Dittmar ; assis- 
tants, L. Burbey, H. C. Schroeder, Fred Scott. 

Entertainment Conimittee—Chairman, F. E. Whitelem, 
R.. H. Fyfe Company; assistants, C. F. Wendell, Palmer 
Wert, R. P. Fisher, A. FE. Mabee, H. C. Schroeder, H. C. 
McDonald, O. W. Smith, F. N. Derby, E. N. McKegg. 

Decorations. Committee—Chairman, C. F. Wendel, J. L. 
Hudson Company; assistants, J. P. Bandi, R. O. Barber, G. O. 
Davies, Hector Douiller, Wm, Enturstle, Roy Faust, R. R. 
Goodrich, J. A. Gundrick, R. G. Howell, Paul A. Kuschelle, 
Wm. Kwart, M. V. Huhn, V. Koepplin, S. Moorehead, C. M. 
Rasp, J. H. Ryall, V. Villencort, G. W. Vollick, C. J. Wheatley, 
Richard Adams, H. J. Nerenberg, W. A. Clark. 

Photograph Contest Committee—Chairman, Roy Heimbach. 
Mr. Heimbach will act by himself in this work, just as he did 
in the year 1920, when the convention was held in Detroit. 

The educational department of the International Associa- 
tion of Display Men has issued an interesting booklet on 
window display, this being the first one of a series of lec- 
tures. This pamphlet will be distributed to the entire mem- 
bership and others, and, with the presentation of the aims 
and purposes of the I. A. D. M., together with the educa- 
tional treatise on the value of-window display, should prove 
of great value to the association. 
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There will be Six Show 
























































Card Contests in 
SIGNS OF THE TIMES 
During 1927 


The first contest will close January 31, and the 
winning cards will be revroduced in the March 
issue. Rules of the contest follow: 


1. All, entries must be the exclusive 
work of the entrant and devoid of any 
embellishments which are not the work 
of the contestant, such as designs or 
figures cut out of magazines and pasted 
onto the card. Embellishments are ac- 
ceptable only when they are the work of 
the entrant. 


2. The show cards may be done on any 
regular show card stock, either plain or 
fancy. 

3. Cards not larger than 14 by 22 inches 
are preferred but larger ones may be sent in. 

4. Since it is the purpose to reproduce 
the prize-winning cards in SIGNS OF 
THE TIMES, they must be done in colors 
which can be photographed successfully 
and will make good reproductions. All 
lettering must be legible. Mussy cards 
will not be considered. 


5. All entries must be well wrapped for 
mailing to avoid breakage; those damaged 
in transit cannot be entered. 

6. All entries will be judged for neat- 
ness, advertising value, which means lay- 
out, and artistic skill. Cards bearing the 
most distinctive professional swing will 
capture the prizes. 


7. Stories about the sales which were 
made by the show cards entered will be 
acceptable, and will be published in con- 
nection with announcements in SIGNS 
OF THE TIMES. 


The judges for this contest will be Geo. 
H. Lackner, manager of the Lackner 
Company; Cliff Gartelman, Dow Drug 
Company, and E. Thos. Kelley, editor 
SIGNS OF THE TIMES, all of Cincin- 
nati, Ohio. 
There is an abundance of good material in SIGNS OF. 
THE TIMES every issue for the card writer. Your 
subscription sent in now will bring you SIGNS OF 
THE TIMES for 1927 starting with the big January 
issue of more than 100 pages. 


SUBSCRIPTION ORDER BLANK 
December, 1926 
SIGNS OF THE TIMES, 
Cincinnati, Ohio. 
Enclosed find $3.00, for which send me SIGNS OF 
THE TIMES for one year. ($3.50 in Canada.) 
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A. W. Coates reports that although his window in the 
recent Kotex window display contest did not win a prize, an 
increase of 600 per cent in sales was noted for the week as 
compared with the same week of preceding year. 





W. F. S. Gresham, Jr., display manager of S. O. Fisher, 
Inc., Lynchburg, Va., recently constructed a wonderful dis- 
play featuring shells and guns, and we expect to reproduce 
this photo shortly in The DISPLAY WORLD. 





Lee F. Cornell, formerly with the A. Sackin Co., Iron 
Mountain, Mich., is now located with the J. W. Knapp Co., 
at Lansing. Mr. Cornell has made several changes of late, 
but now feels better satisfied and expects to make ‘his present 
location permanent. 





Another addition to the Lansing display fraternity is O. 
S. Kibbey, who comes to Stack’s Apparel Shop from the 
Butler Store, of Muskegon. 





From Badger to Cornhusker is the change wrought by 
location for Bert Lunenschloss, formerly with Edwards & 
Kelly, Richland Center, Wis., who is now with Frank Bros. 
West Side Store, Waterloo, Iowa. 





First a fall opening and then an anniversary sale right 
after it was the ticket written for H. L. Weiser, display 
manager of the Kepler Co., Eau Claire, Wis. Mr. Weiser 
adds his display functions to the task of advertising man- 
ager, which meant that during this hectic period he was 
almost the busiest man about the store. 





E. J. Venable, formerly window display director of 
Wetherby-Kaiser Shoe Co., Pasadena, Cal., has opened a 
very exclusive shoe store in Santa Ana, of his own. 

Along comes R. C. Balzer, display manager for Levy’s, 
Jacksonville, Fla., and a contributor to The DISPLAY 
WORLD, and remarks that strangely enough the November 
issue contained stories by three men who had successively held 
the post of display manager for the Kespohl-Mohrenstecker 
Co., Quincy, Ill. They were Mr. Balzer, J. T. Mackey and 
F. M. Lonberger. 








Leo Keretz, with Godchaux’s, New Orleans, La., fashioned 
a striking hallowe’en showing of dress suits, which attracted 
much attention. The color scheme was black and orange, 
and all of the trimmings were made and colored in the store. 





Ben Pinnell, formerly with Woolf Brothers, Kansas City, 
Mo., but more recently with Ben Simon & Sons, Lincoln, 
Neb., has been appointed by Woolf Brothers to take charge 
of the window displays in their new store at St. Louis, Mo. 





Paul William Hamlin, Jr., the young son of Paul Ham- 
lin, display manager of Neustadt’s, LaSalle, Ill., died three 
weeks ago after a brief illness. 
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Doings Among Displaymen Everywhere 
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Harold Crone, advertising-display manager for McBride’s 
The Grocers, Ltd., Moose Jaw, Sask., Can., proved his punch 
as a windowman recently by installing a “Lux” display that 





coal 4 


Mr. Crone’s First Prize “Lux” Window 


won first prize in the Canadian “Lux” contest. Stacks, arches 
and towering columns of soap powder went into construction 


of this entry, which was embellished by show cards written 
by Joe Crone, the prize winner’s father. 





L. S. Plaut & Co., Newark, N. J., has appointed Wm. 
McKeon a member of their display staff. Mr. McKeon was 
formerly display manager for Saks-Fifth Avenue store, New 
York City, prior to which he was associated with Lord & 
Taylor for a number of years. 





H. T. Floyd, display and advertising manager for Steven- 
son’s, Manhattan, Kansas, is now connected with the Hey- 
man-Fisher Co., Hamilton, Ohio, in the capacity of display 
manager. 





During a recent teachers’ convention held at Grand 
Rapids, Mich., Leslie D. Slack, display manager of Wurz- 
burg’s, installed windows announcing special sales which 
caused as much attention being given to dresses as to busi- 
ness. 





Bob Hanson, display manager for the Nelson-Moore Co., 
San Diego, Cal., has again scored with the manufacturers. 
A broadside recently issued by the Berkley Knitting Co., of 
Philadelphia, pictures his Fathers’ Day display of their neck- 
wear as an example for their dealers’ displaymen. 





Color lighting was introduced to the Wyoming Valley of 
Pennsylvania by Walter L. Welch, display manager for the 
Strauss Million Dollar Store, according to local papers. 
Mr. Welch is producing remarkably effective furniture win- 
dows. 
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FOR SALE 


THREE CHRISTMAS 
MECHANICAL 
WINDOW DISPLAYS 


Complete, ready to install. Proved 
great department store Christmas 
attraction in one of country’s lead- 
ing cities. Photos on request. Priced 
low for quick sale. 


THE NEW MILNER CO. 
TOLEDO, OHIO 
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ATTENTION! FIRMS INTERESTED IN OVERSEAS TRADE 
RESPONSIBLE SALES MANAGER 


Thoroughly acquainted with every branch of the sign, window 
display and show card fields, wants to represent meritorious lines 
in Great Britain. Am shortly returning to London to open offices 
and will give prompt answer to early letters. Results assured 
through experience and acquaintance. Satisfactory financial ar- 


Address “F. W. M.,” 
P. O. Box 306 


rangements. 


Grand Central Station 





New York City 














WANTED 

Salesmen selling fixtures to carry 
a well-advertised line of Va- 
lances and Drape Shades. We 
are an old established house 
manufacturing our own lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase ‘in your present income. 
Write full information as to ter- 
ritory now covered and lines sold. 
All replies will be held strictly 
confidential. 


The National Decorative Company 
5 Hudson St., Camden, N. J. 


POSITION WANTED —Displayman and 
cardwriter thoroughly familiar with de- 
partment store and general lines, desires 
connection with live-wire store in small 
or large city. Four years’ experience. 
Cleveland preferred. Will accept position 
as first assistant in large store. Best 
references. Address “B. E. R.” 
Care The DISPLAY WORLD 

















FOR SALE—There is only one Window 
Sock for decorators manufactured. It has 
an elastic band taped and sewed in the 
top. Was patented May 20th, 1924. Made 
of heavy fleecelined Jersey cloth. Fits 
over any shoe and can’t slip off. 75¢ per 
pair; $4.25 one half dozen; $8.00 per dozen, 
postpaid. Order by size shoe worn. 
J. M. WALTERS, M’F’R. 
220 South Benton Way, Los Angeles, Cal. 


SALESMEN 


to sell 
Valances for Show Windows 
Can be handled as 
A Full Line or Side Line 
30% COMMISSION 


Address, “C. O.,” 
Care The DISPLAY WORLD 











SHOW CARD OUTFIT 


Complete with book of instructions and 
alphabets, brush, pens, colors and inks. 
Sent postpaid for $2.00. 


RETAIL SERVICE COMPANY 
489 Fifth Avenue, New York City 











_ 300% TO 530% PROFIT 

Our Window Letters and Script Signs are 
easily put up and require no experiefice. 
All our products are made from genuine 
old leaf mounted on very high grade tin 
oil. Send for literature, prices and free 
samples. 

CONSOLIDATED SIGN LETTER CO., 
69-Q W. Van Buren St., Chicago, Ill. 








Forms for the Opportunity Exchange 
JANUARY ISSUE 
Close Tuesday, January 11 


$1.50 Per Column Inch 
Cash With Order 








Displaymen, Display Services, Salesmen 
and Selling Agencies, we have a very at- 
tractive proposition to offer in the handling 
of our complete line of qualit} window 
display and store equipment. Further pa- 
ticulars and copy of new Catalog ‘“‘G’” upon 
request. The Cincinnati Show Case & 
Display Fixture Works, 232-240 Main St., 
Cincinnati, Ohio. 














WANTED 
Salesmen and Representatives 


Salesinen who are now selling win- 
dow display supplies to sell our well- 
established line of Silk Plushes, Silk 
Velours and other fabrics adapted 
for window display embellishment. 
Liberal commissions and territories 
will be given upon early arrange- 
ment. All answers will be considered 
strictly confidential. 


National Display Fabrics Co. 
7 West 3rd St. New York City 











VACANT POSITIONS WANTED 


For Competent Displaymen and Cardwriters 


If you are in need of a displayman or cardwriter, or know 
of a vacant position of this kind anywhere, get in touch with 
the Employment. Register, The DISPLAY WORLD, Cincin- 
nati, Ohio. We have on file applications for positions from 
displaymen, assistant displaymen and cardwriters. Tell us 
your needs and we will refer you to applicants who can fill 


the position satisfactorily. 


THIS SERVICE IS. RENDERED WITHOUT COST 
Employment Register, The DISPLAY WORLD, Cincinnati, Ohio 




















THE DISPLAY WORLD December, 1926 
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NOVELTIES and ODDITIES 
From Here and There 





The . Silvestri Art Manufacturing Co., Chicago, has 
brought out a series of plaques finished in gold and high 


weg by Wile 
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lighted which can be used by florists in window displays 
calling attention to their telegraph delivery service. As this 
is an important field of the florist trade, these plaques fill 
a long recognized need. 





When. Fred Vilt, display manager for the.W.-A; Smith 
Co., Chanute, Kansas, decided to emphasize the. Oriental 
origin of the silks he displayed during his fall. opening, he 








constructed an elephant bearing a howdah as the attraction 
device. Above is a reproduction of his window. showing the 
elephant high in the center foreground. 


Through the courtesy of C. Kuramoto,- editor of the 
Shoten-Kai Sha, of Tokio,.we. are. enabled to. show: these 





humorous Japanese show cards. In this field, as in all other 
branches of merchandising, the merchants of the flowery 
kingdom are pushing ahead rapidly. 
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Reg. U. S. Pat. Office 


THE NEW METAL APPLIQUE 


(Patents Pending) 


A new material for decorat- 
ing purposes which comes 
in. sheets which can be cut 
any shape or form. To be 
applied: Lay it on the sur- 
face of any material and 
press with a hot household 
or laundry iron, which 
makes it a permanent deco- 
ration. 


Metalay Display in the 
Famous Fifth Avenue 
Window of Wm. Knabe 
& Co., New York City 


Comes in Hammered SILVER or GOI 


METALAY 
























30 Irving Place 











Is flexible, durable and waterproof—wonderful for sil- 
houette effects on paper and thin materials. Can be draped. 


Colored lights give gorgeous reflections on Metalay when 
used for window decorations. Metalay can be brilliantly 
colored to produce unequaled effects with special Metalay 
paint made in all standard colors. 


Get the Details About Metalay Today 


Keep abreast with the times. Write or call and our 
representative will explain in detail and show you 
samples and prices. 


PAINTEX PrRopucts Corp. 


New York, N. Y. 
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After Christmas 
“What? 


Christmas business will be good—it 
will come easy—but don’t forget Jan- 
uary business must be fought for. 
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Go after-it while your competitor is 
resting on what he did at Christmas. 
Good displays will assure you of more 
than your share. 


“The Guide to Better 
- Window Displays” 


showing early Spring decoratives will help you 
plan your displays. A free copy is awaiting a 
word from you. 


The Adler-Jones Co. 
649 So..Wells St. CHICAGO 
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